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take  a  more  skeptical 


Here  are  the  winners  of  Gannett  top  awards.  The  Manager  of  the  Year  is  Darryll  Green  (center) ,  president  and  general  manager  of 
WGRZ'TX^  in  Buffalo,  N.Y.  Others  (from  left)  are  Qannett  Sales  Executive  of  the  Year:  Beth  Gardenhire ,  account  executive/Display 
Advertising,  USA  TODAY;  Qannett  Diversity  Au'ard:  VVX/A-TV  iti  Atlanta  represented  by  Robert  Walker,  general  manager;  Corporate 
Staffers  of  the  Year:  Russ  Lowder,  director  of  purchasirig  for  Gannett  Supply,  and  Karen  Moreno,  president  of  Gannett  Supply. 


Winners  o/  Gannett  s  1 5th  annual 
“Umung  Heroes"  awards  are: 

Greg  Bubacz,  Distribution  Center 
maintenance  supervisor.  The  Ithaca 
(N.Y.)  Journal;  Lori  Burger, 
executive  assistant,  WFMY-TVL 
Greensboro,  N.C.;  Mike  Laycock, 
chief  reporter.  Evening  Press,  York, 
England;  Pam  Vennerdrow  Lucas, 
.senior  manager/corporate  services! 
Corporate  Headcjuarters ,  McLean. 
Va;  Wally  Lumpkins,  maintenance 
supervisor,  facilities/Corporate 
Headquarters,  McLean,  Va.;  Joe 
Shaw,  building  supervisor,  Asheville 
Citizen-Times,  Asheville,  N.C. 
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Gannett  employees  do  outstanding  work,  and  recently  at 
our  new  corporate  headquarters,  the  best  of  the  best  were 
honored  for  their  achievements . 

From  excellent  management  performers  to  unsung 
heroes  who  contribute  effectively  every  day,  the  individuals 
received  both  recognition  and  cash  as  part  of  our  annual 
employee  awards  program. 

We  salute  each  of  them  as  they  and  their  hard-working 
colleagues  contribute  significantly  to  GannetFs  success. 

We  are  proud  and  grateful  to  have  them  on  our  team. 
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The  thing  that  bugs  me  about  daily 
newspapers  is  that  they  are  so  inaccessible. 
For  instance,  I  can’t  even  send  this  e-mail 
message  directly  to  you  because  your  staff 
doesn’t  give  out  your  e-mail  address.  I’ve 
never  set  foot  in  The  Washington  Post  — 
which,  by  the  way,  is  my  favorite  newspaper 
—  but  I’m  willing  to  bet  the  first  thing  I 
would  encounter  would  be  an  armed 
security  guard,  followed  closely  by  a  posse 
of  gatekeeping  administrative  assistants. 

By  contrast,  my  office  door  is  maybe  10 
feet  from  the  main  entrance.  My  work 
phone  number  is  published  in  every  issue, 
along  with  my  e-mail  address.  My  home 
phone  number  and 
address  is  listed  in  the 
phone  book.  I  personally 
return  every  phone  call  I 
receive  and  expect  every 
member  of  our  staff  to  do 
the  same. 

Community  papers  are 
more  committed  to 
covering  the  news  because 
we  aren't  insulated  from  it 
like  the  daily  guys.  If 
covering  the  news  is  a 
war,  community  papers 
are  engaged  in  hand-to- 
hand  combat,  while  daily 
papers  are  high-flying  bomber  pilots. 

Anyway,  I  look  forward  to  reading  your 
book  and  hope  that  one  day  you’ll  make 
your  paper  more  accessible  to  your  readers. 
Maybe  you  can  write  a  sequel  to  your  book. 
Here’s  a  possible  title:  “Community  News¬ 
papers:  The  Modem  Media’s  Salvation.” 

DAVID  WORONOFF 
PUBLISHER 
The  Pilot 
Southern  Pines,  N.C. 


Following  is  an  open  letter  addressed  to 
Leonard  DownieJr.  (executive  editor  of 
The  Washington  PostA  xoho,  vaith  Robert 
G.  Kaiser  ( associate  editor  of  the  PostA 
co-authored  The  News  About  the  News: 
American  Journalism  in  Peril,  a  portion 
of  which  was  adapted  for  E&P  and  ran  as 
“Good  news  needed  ”  Feb.  18,  p.  30. 

Dear  Mr.  Downie: 

While  at  lunch  recently,  I  enjoyed  read¬ 
ing  your  thought-provoking  and  insightful 
column  in  EtdP.  One  sentence,  though, 
caused  me  to  spit  out  my  salsa:  “Of  all  the 
participants  in  the  news 
business,  none  is  remotely 
as  committed  to  covering 
the  news  as  the  country’s 
daily  newspapers.” 

I  would  say  that  the 
country’s  community 
newspapers  are  more 
committed  to  covering  the 
news  than  their  1,482 
cousins  that  publish  every 
day.  With  one  exception 
being  your  fine  newspaper, 
the  most  productive  and 
expensive  reporter  on  the 
staff  of  most  dailies  is  the 
ubiquitous  wire  of  The  Associated  Press. 

At  a  community  newspaper,  of  which 
there  are  about  10,000  or  so  across  the 
country,  we  fill  our  pages  with  local  news. 
About  the  only  way  President  Bush  will 
appear  in  the  pages  of  our  thrice-weekly 
paper  is  if  he  decides  to  come  play  one  of 
our  county’s  42  golf  courses.  And  you  can 
bet  your  Pulitzer  Prize  that  the  dozen  or  so 
stories  about  the  presidential  visit  would  all 
have  staff  bylines  on  them. 
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LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters© 
editorandpublisher.com,  via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  inchide  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  all  the  usual  reasons. 


DEPARTMENTS 

DN  THE  LINE  People  flock  to  the 

Web  —  just  for  the  health  of  it . 9 

NEWSPEOPLE  Dorsey  Wilmarth 

to  managing  editor  in  Amarillo  . .  .10 
EDITORIAL  College  newspapers  trash 

campus  reading  programs? . 11 

SYNDICATES  News  of  the  new  in  the 

syndicate  world . 27 

HOT  TYPE  The  Best  —  and  Rest  — 
of  the  Press . 28 

■30"  Allan  Wolper:  Clearing  the  air 
over  Omni’s  cigarette  ads . 30 

Classified . 17 

Cover  photo  illustration 
by  Tim  Whitehouse/Foveon  Inc. 

Neither  CMOS  nor  CCD  sensors  were 
the  first  silicon-based  image-capture 
technology.  Before  digital  and  film 
photography,  cameras  relied  on  glass- 
plate  negatives,  like  that  on  the  cover. 


50  YEARS  AGO 


until  his  Fourth  of  July  conviction 
of  spy  charges  made  by  the  Reds 
in  Czechoslovakia. 


Chicago  metropolitan  newspapers 
are  using  the  expanding  services 
of  independent  news  agencies. 
These  organizations  are  inde¬ 
pendently  owned  and  operated 
by  “big”  little  merchants. 


MARCH  8,  19.52: 
Scripps-Howard  Newspapers 
resumed  its  campaign  this  week 
to  obtain  the  release  from  prison 
of  William  Oatis,  who  was  The 
Associated  Press  chief  in  Prague 


With  the  trend  to  greater  home 
delivery  in  suburban  areas, 
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Enron  costs  companies 
home-field  advantage 


It’s  root,  root,  root  for  inside  dope  on  the 
home  teams  as  dailies  ensure  firms  are 
not  down-and-out  but  on  the  up-and-up 

BY JOESTRUPP 

WHEN  AES  CoRP.  OF  Virginia  bought  the 
Indianapolis  Power  and  Light  Co.  last 
year,  The  Indianapolis  Star  gave  the  pur¬ 
chase  routine  local  busi¬ 
ness  coverage.  But  that 
routine  is  changing.  Alter 
the  Enron  Corp.  scandal 
broke  last  fall.  Star  edi¬ 
tors  stepped  up  reporting 
on  AES,  with  closer 
scnitiny  of  the  company’s 
falling  stock  price,  efforts 
by  city  officials  to  inter¬ 
vene  in  the  growing  trou¬ 
bles,  and  tips  for  readers 
about  avoiding  pitfalls  of 
energy  company  invest¬ 
ment. 

“Enron  raised  aware¬ 
ness  that  if  it  can  happen 
to  them,  it  can  happen  to 
anyone,”  said  Mark  Land, 
the  Star’s  assistant  man¬ 
aging  editor  for  business. 

This  may  be  a  water¬ 
shed  moment  for  busi¬ 
ness  reporting.  The  Star 
is  just  one  of  many  news¬ 
papers  nationwide  that 
have  altered  or  expanded 


business  coverage  in  the  wake  of  the  Enron  bankrupt¬ 
cy  (and  subsequent  finger-pointing  of  blame).  Re¬ 
aligning  beats  and  increasing  training  of  business 
writers,  editors  said  the  Enron  debacle  has  shown  the 
need  for  papers  to  keep  a  closer  eye  on  local  com¬ 
panies  and  approach  business  reporting  with  greater 
scrutiny  from  now  on. 

“It  is  a  good  time  for  us  to  be  skeptical,”  said  Mark 
Braykovich,  business  editor  at  The  Atlanta  Journal- 
Constitution,  which  last  month  assigned  a  reporter  to 
review  financial  state¬ 
ments  from  major 
Georgia  companies, 
such  as  Coca-Cola  and 
The  Home  Depot  —  on 
a  full-time  basis.  The 
AJC  also  used  the  En¬ 
ron  fallout  as  a  spur  to 
review  the  status  of 
Mirant  Corp.,  a  local 
energy  trader  that  re¬ 
portedly  used  some 
Enronlike  accounting 
tactics  in  the  past  year. 
One  stoiy'  described 
Mirant’s  actions  as  a 
type  of  “Enron-envy.” 

Business  coverage  by 
most  major  media  out¬ 
lets  came  under  fire 
after  Enron  filed  for 
bankruptcy  last  fall,  as  it 
followed  years  of  glow¬ 
ing  reports  on  the  com¬ 
pany  in  newspapers, 
business  magazines, 
and  online  financial 


FRITZ  eOESOFf 
ON  FCn  CHIEF 

Sen.  Ernest 
“Fritz”  Boilings, 
D-S.C.,  on  Thursday 
lambasted  the  top 
federal  official  who 
oversees  media- 
ownership  rules. 

Bollings  said 
Michael  K.  Powell, 
chairman  of  the 
Federal  Communi¬ 
cations  Commission 
(FCC),  pays  too 
much  heed  to  the 
marketplace  and  not 
enough  to  the  wishes 
of  Congress. 

By  way  of  the 
appropriations 
process,  Bollings  can 
exert  significant 
influeiKe  upon  the 
FCC.  Be  told  Powell, 
“You’d  make  a 
wonderful  executive 
vice  president  of 
the  chamber  of 
commerce,  but  not 
the  chairman  of  a 
regulatory  agency.” 

-  TODD  SHIELDS 

ADS  IN  04:  BY 
THE  NUMBERS 

The  Newspaper 
Association  of 
America  (NAA)  con¬ 
firmed  the  industry’s 


www.edltorandpublisher.com 
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dismal  advertising 
results  in  the  fourth 
quarter  of  last  year, 
while  offering  hope 
that  the  second  half  of 
this  year  will  be  less 
dismal,  based  on 
better  numbers  in  its 
first  two  months. 

Closing  a  year  of 
deteriorating  revenue 
—  newspapers'  worst 
ad  decline  in  at  least 
half  a  century  — 
fourth-quarter 
newspaper  ad 
spending  fell  11.9%, 
to  $12.3  billion, 

NAA  preliminary 
figures  show. 

Percentagewise, 
classified  advertising 
sank  the  deepest, 
down  18.5%, 
followed  by  national, 
down  10.7%,  and 
retail,  down  6.2%. 

For  the  year,  total 
newspaper  ad 
spending  declined 
9%,  to  $44.3  billion. 

-  LUCIA  MOSES 

TMCOELIVERY 

‘HARASSMENT' 

A  Pennsylvania 
district  court 
judge  fined  the  Times 
Leader  $150  for 
“harassment” 
Wednesday  because 
the  Wilkes-Barre  daily 
failed  to  stop  delivery 
of  its  total-market- 
coverage  product. 
Expressline,  to  a  local 
woman’s  home. 

However,  the  judge 
dismissed  a  private 
criminal  complaint 
of  “defiant  trespass” 
that  the  local  woman, 
Tina  McCarthy,  had 
filed  against  the 
paper’s  vice  president 
of  circulation,  Susan 
Kahlau.  The  private 
criminal  complaint 
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sites.  In  one  case,  Fortune  compared  Enron  to  a  young 
Elvis  livening  up  a  boring  country-club  dance. 

While  many  business  editors  argue  that  finding 
Enron’s  faults  was  made  difficult  because  the  compa¬ 
ny  took  great  measures  to  hide  negative  information 
(even  from  the  government),  they  admit  the  compa¬ 
ny’s  fall  has  sparked  them  to  make  significant  efforts 
to  improve  coverage  —  and  encourage  company  whis¬ 
tle-blowers  to  speak  to  them. 

“We  have  the  periscope  up  a  little  bit  more,”  said 
Bill  Choyke,  business  editor  at  The  Tennessean  in 
Nashville,  which  is  sending  more  business  reporters 
to  financial  seminars  and  seeking  an  accounting  firm 

“We  have  the 
periscope  up 
a  little  hit 
more  ” 

—  BILL  CHOYKE 

The  Tennessean 

to  review  financial  documents  of  local  companies. 
Business  writers  at  The  Plain  Dealer  in  Cleveland, 
meanwhile,  will  soon  be  attending  quarterly  seminars 
in  business  coverage  taught  by  instructors  from 
nearby  colleges  and  the  Cleveland  Society  of  Security 
Analysts.  “It  will  be  mandatory,”  Plain  Dealer 
Business  Editor  Debbie  Van  Tassel  told  Ei^P. 

At  the  Pittsburgh  Post-Gazette,  business  wxiters  are 
adding  deeper  reviews  of  specific  companies  to  their 
chores,  and  a  new  beat  focusing  in  part  on  the  ac¬ 
counting  industry  has  been  created.  The  Milwaukee 
Journal  Sentinel  also  is  covering  local  accounting 
firms,  while  the  paper  works  with  a  consultant  to 
review  the  earnings  of  10  locally  based  companies, 
including  the  Harley-Davidson  Motor  Co.  and  Kohl’s 
department  stores.  Kohl’s  has  raised  eyebrows  with  a 
heavy  emphasis  on  expansion,  prompting  stories 
focused  on  those  developments  —  the  kind  that  might 
not  have  been  written  prior  to  Enron’s  fall,  said  Gary 
D.  Miller,  Journal  Sentinel  senior  business  editor. 

“We  are  also  hammering  away  at  getting  more 
sources  inside  companies,”  Miller  told  E^P.  And  Don 
Smith,  business  editor  at  the  Seattle  Post-Intelli- 
gencer,  affirmed,  “We  need  to  go  beyond  the  public- 
relations  people.”  Other  business  journalists  have 
advocated  less  reliance  on  sources  with  vested  inter¬ 
ests,  going  as  far  as  saying  that  business  reporters 
should  not  quote  analysts  at  all. 

Even  papers  that  have  not  made  major  changes 
since  Enron’s  collapse  admit  the  company’s  troubles 
have  caused  them  to  beef  up  scrutiny  of  corporations 
and  show  more  skepticism  about  wildly  rising  stock 
prices  —  and  analysts’  rosy  predictions.  “It  makes  you 
call  a  lot  of  things  into  question,”  said  Jeff  Taylor, 
senior  business  editor  at  the  Chicago  Tribune,  which 
has  boosted  coverage  of  the  locally  based  Andersen 
(Enron’s  former  accounting  firm),  “especially  the 
pressures  to  produce  ever-growing  stock  earnings.”  11 
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Even  with  recovei'y 


BY  LUCIA  MOSES 

The  price  of 
newsprint  will 
likely  remain  flat, 
or  even  decline,  over  the 
next  few  months,  but 
how  long  will  that  last? 

Producers  have 
hacked  big  chunks  out  of 
supply  by  taking  down¬ 
time  and  closing  mills 
permanently,  a  trend 
e.xpected  to  continue 
into  the  second 
quarter  of  this  year. 
Tightening 
supply  didn’t 
help  produc¬ 
ers  last  year, 
when  they 
stood  by  help¬ 
lessly  as  prices 
tumbled.  But 
once  demand 
picks  up,  with 
the  economic 
recovery', 
publishers 
may  worrv'  that  those 
constraints  could  lead 
producers  to  seek 
aggressive  price  hikes 
this  year  and  next. 

A  sharp  uptick  in 
prices  seems  unlikely, 
however,  for  a  number 
of  reasons. 

While  an  advertising 
recovery  is  in  the 
forecast  for  the  second 
half,  it’s  expected  to  be 
muted,  which  will  limit 
a  turnaround  in  demand 
for  newsprint. 

Indeed,  Merrill  Lynch 
forecast  the  average 
annual  price  per  metric 
ton  falling  10%  to  15% 
this  year,  based  on  news¬ 


paper  ad  revenue  declin-  - 
ing  as  much  as  2%.  As 
newsprint  consultant 
Bernard  Bottomley  said, 
“We  really  need  to  see 
some  signs  of  a  stop  in 
the  hemorrhaging,” 
before  producers  can 
succeed  with  a  boost. 

Producers  will  want  to 
rai.se  prices  at  the  first 
sign  of  a  turnaround,  but 
know  full  well  publishers 
will  cut  their  consump¬ 
tion  if  they  move  too 
fast,  notes 
Peter  Maier, 
veteran 
newsprint 
salesman  and 
co-founder  of 
the  Newsprint 
Buyers  Con¬ 
sortium.  Pub¬ 
lishers’  recent 
fear  that 
paper  prices 
would  in¬ 
crease  as  much  as  $150  ' 

per  ton  over  a  year’s  time 
“simply  isn’t  going  to 
happen,”  he  said. 

Another  force  that  will 
keep  prices  in  check  is 
planned  increases  in 
higher-grade  paper  pro¬ 
duction,  explained  Verle 
Sutton,  editor  and  pub¬ 
lisher  of  paper  industry'  I 

i  newsletter  “The  Reel  ! 

Time  Report.”  The  price 
of  the  higher-grade  pa¬ 
per  should  remain  close  I 

to  newsprint  for  the 
i  next  few  years,  he  said,  i 

i  which  will  invite  some  ! 

j  newsprint  buyers  other  i 

!  than  newspapers  to  up-  ! 

!  grade,  thereby  offsetting 

. _  _ .  _  _  _ j 


Bernard  Bottomley 

Newsprint 

CONSULTANT 
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demand  for  newsprint. 

Producers  could  use 
some  relief  after  last 
year,  when  publishers’ 
pain  became  their  own. 
Consumption  declined 
10.9%  as  papers  slashed 
page  counts,  reined  in 
circulation,  continued 


their  conversion  to 
narrower  page  widths, 
and  saw  their  ad  revenue 
tumble  surprisingly  fast. 
Despite  cutbacks  in 
production,  the  price 
of  paper  fell  16.5%. 

If  a  strong  turnaround 
in  the  economy  occurs 


(which  seems  a  way  off), 
publishers  could  see 
paper  prices  increase 
by  as  much  as  $50  a 
ton  from  $450  today. 
Prices  could  push  $575 
by  the  end  of 2003, 
Sutton  said. 

In  any  case,  the  extent 


of  supply  tightening 
to  date  suggests  that 
consolidation  is  paving 
off  for  papermakers. 

Said  Bottomley:  “The 
pure  scale  of  them  has 
contributed  to  their 
ability  to  make  these 
sorts  of  decisions.”  11 


Jersey  dailies  discount  ABC  rule 


Garden  Staters  forgo  cut-rate  pricing 
|l  for  home  delivery  in  favor  of  revenue 

BY  MARK  FITZGERALD 

,,  CHICAGO 

tTER  YEARS  OF  SOMETIMES  BITTER  DEBATE, 

the  Audit  Bureau  of  Circulations  (ABC)  last 
year  let  newspapers  count  in  their  top-line 
paid-circulation  number  copies  that  are  sold  for  as 
much  as  75%  off  the  regular  price. 

Yet,  when  the  rule  got  its  first  outing  in  the  six- 
month  reporting  period  that  ended  last  Sept.  30,  few 
papers  took  advantage  of 
it:  Of  the  800  or  so  papers 
reporting  in  the  FAS-FAX, 
only  about  125  reported 
any  sales  at  the  deep  dis¬ 
count  —  and  almost  all  of 
those  were  hotel  and  other 
third-party'  bulk  sales. 

The  deep-discount  rule 
won’t  show  up  any 
stronger  when  publishers 
report  results  for  the  six 
months  ending  March  31, 
if  the  dailies  in  the  highly 
competitive  New  Jersey 
market  are  any  indication.  An  E^P  survey  of  circula¬ 
tion  directors  there  found  papers  are  nearly  uniform¬ 
ly  shunning  the  nile  in  home-deliveiy'  offers.  Only  one 
paper,  the  Herald  News  in  West  Paterson,  acknowl¬ 
edged  using  the  rule,  and  that  was  only  in  limited 
geographic  areas.  Some  Garden  State  papers  are  even 
going  in  the  opposite  direction  (that  is,  full  pricing). 

Circulation  directors  say  that,  in  these  tight  eco¬ 
nomic  times,  they  don’t  want  to  give  up  any  subscrip- 
!  tion  cash.  “We  really  don’t  want  to  erode  revenue  right 
now,”  said  Gaiy  J.  DiSanto,  who  heads  circulation  for 
three  Gannett  Co.  Inc.  papers:  the  Asbury  Park  Press 
in  Neptune;  the  Home  News  Tribune  in  East 
Brunswick;  and  the  Ocean  County  Observer  in  Toms 
I  River.  “If  we  can  get  the  50%  or  even  full  price,  that’s 
I  the  direction  we  would  want  to  take.” 


Even  in  the  most  competitive  markets,  deep  dis¬ 
counting  on  home  deliveiy  is  nonexistent.  "We’re  not 
doing  anything  with  it  at  all,”  said  Edgar  W.  Hippo, 
circulation  director  of  Advance  Publications’  The 
Times  in  Trenton.  “There’s  a  crunch  on  for  money,  so 
the  timing  just  isn’t  there  to  take  advantage  of  the 
rule.”  (Ed  Kelly,  circulation  director  of  the  Journal 
Register  Co.’s  The  Trentonian  did  not  return  phone 
messages  for  comment.) 

John  Murray,  the  Newspaper  Association  of  Amer¬ 
ica’s  vice  president  of  circulation  marketing,  said  the 
New  Jersey  papers  reflect  the  entire  U.S.  industry: 
“The  25%-to-50%  rule  for  selling  home  delivery,  to 
the  best  of  my  knowledge,  has  been  used  sparingly  — 
if  at  all.”  U.S.  circulation  di¬ 
rectors,  he  added,  are  ques¬ 
tioning  w  hether  it  is  worth 
giving  an  even  deeper  dis¬ 
count  to  a  customer  who 
won’t  subscribe  at  50%  off 
the  regular  price. 

That’s  a  lesson 
learned  at  The 
Record  in  Hacken¬ 
sack.  Last  year,  the 
paper  offered  year¬ 
long  home  delivery 
of  the  Friday,  Satur¬ 
day,  and  Sunday  is¬ 
sues  for  just  $19.99.  At  the  end  of  the  year,  when  the 
paper  bumped  subscribers  up  to  $48.88,  fewer  than 
half  renewed,  even  though  the  price  w'as  less  than  a 
dollar  a  week.  “We  learned  something  there  —  sticker 
shock  from  one  price  to  another  was  a  factor,”  said 
Vice  President  of  Circulation  Robert  T.  O’Sullivan. 

One  paper  in  the  anti-discounting  camp,  Gannett’s 
Courier-Post  in  Cherrv'  Hill,  sells  home  delivery  at  the 
full  rate,  with  an  occasional  premium  tossed  in.  The 
Daily  Record  in  Parsippany  went  full  price  to  avoid 
churn,  said  Circulation  Director  Andrew  Mok: 
“People  keep  looking  for  the  best  deal  and  keep 
dumping  the  paper.”  The  no-discount  has  had  a 
perhaps  surprising  effect,  Mok  said.  “We’re  the  only 
Gannett  paper  in  New'  Jersey  that  has  actually  grovvTi 
home  delivery.”  11 


Circulation  directors  such  as  Gary  J.  '  ■ 

DiSanto  (right)  prefer  to  bring  home 
circ  revenue  rather  than  circ  numbers. 


was  believed  to  be  an 
unprecedented  tactic 
in  protesting  delivery 
of  an  unsolicited 
newspaper. 

In  a  Tunes  Leader 
article,  President  and 
Publisher  Patrick 
McHugh  said  the 
paper  would  appeal 
the  fine. 

-  MARK  FITZGERALD 

NO  FUN 

mm 

Ted  Rail  is  not 
backing  down 
in  the  wake  of 
criticism  of  a  comic 
strip,  distributed 
last  week,  that 
depicted  some  of 
those  widowed  by  the 
Sept.  1 1  terrorist 
attacks  as  greedy 
attention-seekers. 

The  New  York  Times 
dropped  the  strip 
from  its  Web  site 
after  complaints. 

“It  isn’t  about  all 
those  who  lost  people 
in  9/11,”  Rail  told 
E&P  Friday.  “It's 
about  a  half-dozen 
publicity  hounds.” 

He  said  he’d  received 
2,000  e-mail 
messages,  “4-to-l 
in  favor.” 

-  JOE  STRUPP 

FIORIDONEW 

FRFE-FOR-All 

Eastern  Manatee 
County,  Fla.,  is 
shaping  up  as  the 
newest  circulation 
battleground  in  the 
Southeast,  with  the 
Bradenton  Herald 
and  the  Sarasota 
Herald-Tribune  both 
staking  their  claims 
on  the  growing 
rural  area  with  new 
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weekly  community 
publications. 

The  Herald,  daily 
circulation  40,324, 
fired  the  first  shot  Jan. 
9  with  a  free  weekly 
newspaper  aimed  at 
nonsubscribers.  The 
36-page  paper  is 
delivered  to  about 
12,000  homes  each 
Wednesday. 

On  Thursday,  the 
Herald-Tribune,  daily 
circulation  95,164, 
plans  to  counter  with 
a  16-page  weekly 
community-news 
insert  in  its  Manatee 
County  edition,  which 
will  include  original 
material  about  the 
eastern  Manatee 
County  area.  The 
insert  will  go  to  about 
9,800  subscribers. 

-  JOE  STRUPP 

JOB-CHANGING 

ATCANEERSITE 

Knight  Ridder 
and  the  Tribune 
Co.  replaced  top 
management  at  jointly 
owned  CareerBuilder 
Inc.  last  week  with 
executives  from  Head- 
Hunter.net,  which  they 
acquired  in  November. 

Taking  over  Reston, 
Va.-based  Career- 
Builder  is  HeadHunter 
CEO  Robert  M. 
Montgomery,  Chief 
Operating  Officer 
Matt  Ferguson,  and 
Chief  Sales  Officer 
Mary  Delaney. 

Leaving  Career- 
Builder  are  former 
CEO  and  founder 
Rob  McGovern 
and  executives 
Jim  Tholen,  Jim 
Winchester,  Bill 
Donnelly,  and  Craig 
Stamm. 

-  CARL  SULLIVAN 
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CALENDAR 


MARCH 

or  on  America  East/ 
LU  LU  New  Media 
World,  America  East, 
Editor  ^  Publisher, 
and  13  state  press 
associations,  Hershey 
Lodge  and  Convention 
Center,  Hershey,  Pa. 

APRIL 

n  10  ASNE  Conven- 
U  II  tion,  American 
Society  of  Newspaper 
Editors,  JW  Marriott 
Hotel,  Washington 


of  American  Business 
Editors  and  Writers, 
Pointe  Hilton  Tapatio 
Cliffs  Resort,  Phoenix 

on  WPFC  Biennial 
LU  Meeting,  World 
Press  Freedom 
Committee,  Hilton 
New  Orleans  Riverside, 
New  Orleans 


ZB-1 


21-ZG 


API  Photo¬ 
journalism 
Seminar,  American 
Press  Institute, 
National  Press  Photog¬ 
raphers  Association, 
Reston,  Va. 


NAA  Annual 
Convention, 
Newspaper  Association 
of  America,  Hilton 
New  Orleans  River¬ 
side,  New  Orleans 


20-1 


ONO  Annual 
Meeting, 
Organization  of  News 
Ombudsmen,  Hilton 
Hotel,  Salt  Lake  City 


Managers  Association, 
Renaissance  Vinoy 
Resort  and  Golf  Club, 
St.  Petersburg,  Fla. 

OQ  AP  Annual 
LU  Meeting  and 
Luncheon,  The 
Associated  Press, 
Hilton  New  Orleans 
Riverside,  New 
Orleans 

MAY 

In  72nd  Annual 
"U  INTMA  World 
Congress  of  News¬ 
paper  Marketing, 
International 
Newspaper  Marketing 
Association,  The 
Fairmont  Royal  York, 
Toronto 


tional  Press  Institute, 
Grand  Hotel  Union, 
Ljubljana,  Slovenia 


10-24 


2/-30 


SABEW 
Annual 
Convention,  Society 


20-1 


SCMA  Sales 
Conference, 
Southern  Circulation 


0-12 


IPI  World 
Congress 
and  51st  General 
Assembly,  Interna- 


NICAR 
Boot  Camp, 
National  Institute  of 
Computer-Assisted 
Reporting,  Investiga¬ 
tive  Reporters  and 
Editors,  Missouri 
School  of  Journalism, 
Columbia,  Mo. 

JUNE 

0100  API  Media 
L I  LL  Convergence 
Seminars,  American 
Press  Institute,  Orange 
County  Convention 
Center,  Orlando,  Fla. 

NOTE:  To  list  events, 
please  send  to  Calendar 
Editor  via  e-mail  at 
calendar  @  editorand 
publisher.com  or fcur 
at  (646)  654-5370. 


Seeking  a  classified  ‘JohMatch’ 

Monster/ink  marriage  proposal 


Honolulu  the  only  wedding  site  to  date 


BY  LUCIA  MOSES 

MONSTER.COM 

is  moving  into 
local  markets, 
creating  a  dilemma  for 
community  papers: 
should  they  collaborate 
with  or  fight  agciinst  the 
online  recruitment 
giant? 

Timothy  Dittrich, 
Monster’s  senior  vice 
president  for  business 
development,  said  the 
company  is  now  talking 
“seriously”  to  a  number 
of  daily  newspaper 
groups  about  potential 
revenue-sharing 


agreements.  “We 
definitely  see  deals 
i  being  inked,”  he  told 
ES^P  last  week.  “I  think, 
in  the  second  quarter, 
we  very  well  could  see 
this  program  take  off.” 

Speaking  at  a 
i  Suburban  Newspapers 
of  America  (SNA) 
conference  last  month. 
Monster  executives  said 
the  company  plans 
i  to  launch  a  Web  site 
designed  to  attract 
lower-level  job  listings  to 
complement  its  mother  i 
site,  better  known  for 
its  professional  and 


executive  job  listings. 

Monster  has  hired 
sales  representatives 
to  test  the  concept  in 
I  Cincinnati  and  plans 
I  to  extend  it  to  100  more 
markets  in  a  year  or  so. 
Monster  reportedly 
I  will  call  the  new  site 
I  “JobMatch”  —  it’s  regis- 
;  tered  domain  names 
I  containing  that  word  in 
at  least  230  cities. 

[  Ultimately,  Monster 
I  wants  to  make  revenue- 
I  sharing  arrangements 
!  with  newspapers,  which 
I  would  upsell  print  ads  to 
its  Web  site. 

“At  the  end  of  the  day, 
they  want  the  newspaper 
to  be  an  independent 


sales  force  for  Monster- 
.com  and  theyll  pay 
newspapers  a  commis- 
i  sion,”  said  Charles  S. 

I  Diederich,  director  of 
recruitment  advertising 
for  the  Newspaper 
!  Association  of  America. 

[  So  far.  Monster’s 
j  overtures  have  met  with 
I  lukewarm  response:  It 
i  has  struck  a  deal  with 
only  one  newspaper,  the 
i  Honolulu  Star-Bulletin. 

I  It  may  stand  a  better 
j  chance  with  community 
I  paper  publishers,  which 
I  may  not  get  much  help- 
i  wanted  advertising  to 
j  begin  with  and  see  more 
I  to  gain  than  lose  from 
I  collaborating.  11 
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Popularity  of  health-and-fitness  information  on  the  Web  surges 
in  the  wake  of  war.  terrorism,  and,  oh,  those  leftover  fruitcakes 


There  is  certainly  no  shortage 
of  health  news  on  the  Web.  Each 
day's  e-mail  brings  unsolicited 
information  about  breakthroughs  that 
promise  to  make  the  most  modest  of  us 
stars  of  the  XXX-tilm  business,  and 
potions  to  help  us  love,  if  not  live,  forever. 

Such  spamola  aside,  newspaper  Web 
sites  are  seeking  more  health-oriented  news 
these  days.  According  to  a  Nielsen//Net- 
Ratings  study  last  month,  health-and- 
fitness  sites  surged  in  surfer  spottings,  with 
one,  iVillageHealth  (http: //wav w.ivillage 

health.com),  — ^ - 

showing  a  282% 
bump  in  traffic 
bet\veen  Decem¬ 
ber  and  January. 

The  reasons 
for  such  interest 
need  hardly  be 
mentioned:  war,  I 
terrorism,  fear, 

anthrax,  and  too  much  of  Aunt 
Bea’s  holiday  fhiitcake  will  bring 
mortalitx’  to  one's  mirror  faster 
than  you  can  say  Dorian  Gray. 

There  are  plentv’  of  content  deals  for 
health  information  on  newspaper  Web 
sites  in  play.  AP  Digital  is  handling  the 
online  distribution  for  HealthScout  News, 
based  in  Nonvalk,  Conn.  (The  New  York 
Times  Syndicate  handles  print-only  sales, 
according  to  Bany  Hoffinan,  a  40-year 
newspaper  veteran  w'ho  is  HealthScout 
News’  editor  in  chief)  Healthologv.com,  a 
"turnkey "  health  channel,  supplies  both 
stories  and  streaming-video  to  the  E.W. 
Scripps  Co.  and  Tribune  Interactive,  about 
200  newspapers  and  sites  altogether, 
according  to  Rafael  Cosentino,  director  of 
business  development  for  Healthology. 

And  Intelihealth  (http://w'ww.intelihealth 
.com),  subsidized  by  Aetna,  includes  in  its 
netwYirk  more  than  300  newspaper  and 
other  media  Web  sites. 

What’s  interesting  about  these  opera¬ 
tions  is  that  none  considers  itself  a  portal  or 
a  destination  site.  "We  are  a  news  service  — 
and  not  interested  in  being  amthing  else 
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but  a  news  service,”  Hoffman  said  of 
HealthScout  News.  His  company’s  content 
is  written  by  journalists.  “We  don’t  need 
people  who  served  five  years  on  a  review 
board  at  Johns  Hopkins,”  Hoffman  said. 
“Classic  news  stories  are  those  of  the  most 
interest  to  the  most  consumers”  —  and, 
right  now,  health  news  fills  that  bill. 

In  contrast.  Intelihealth  uses  e-xperts  as 
primaiy  sources,  from  the  Harvard  Medical 
School  and  Universitv’  of  Pennsvivania 
School  of  Dental  Medicine. 

Healthologv’  operates  as  something 

- like  an  independent  TV  production 

I  company  with  its  own  studios, 

collaborates  with  hospitals,  and  has  a 
business  model  similar,  in  part,  to 


Whether  these 
health-news 
BY  WAYNE  ROBINS  providerscan 
cure  your  Web  site,  it’s 
hard  to  say. 


that  of  the  Public  Broadcasting  Service: 
ad-lree,  but  funded  by  unrestricted 
educational  grants.  Cosentino  said  other 
parts  of  the  model  include  licensing  fees, 
advertising  sold  by  clients  (such  as 
newspaper  dot-coms)  on  their  sites,  and 
creating  original  content  such  as  films  or 
Webcasts  for  specialized  organizations, 
like  local  hospitals  or  the  Leukemia  & 
Lviuphoma  Societv’. 

Healthology,  on  2,700  sites,  was  started 
and  run  by  physicians,  not  a  profession 
known  for  practitioners  shy  about 
pontificating  about  their  specialties. 
Healthology  is  especially  appealing  for 
those  with  high-speed  digital  connections. 

Whether  these  health-new  s  providers 
can  cure  your  Web  site,  it’s  hard  to  say. 
Health  and  science  wxiters  at  any  paper 
that  uses  these  tools  should  read  informa¬ 
tion  before  its  posted.  Watch  for  “impartial” 
information  provided  by  drug  companies. 
Any  questions?  Ask  your  doctor.  11 


IN-mREGISIERSliriRie' 


The  Chicago  Tribune  Internet  Edition 
is  the  latest  major  newspaper  Web  site 
to  require  free  registration.  In  the  spirit 
of  candor  that  has  been  standard 
operating  procedure,  the  message  on 
the  registration  page  of  the  site 
(http://www.chicagotribune.com)  admits: 
“Of  course,  we  ...  want  to  increase  the 
value  of  our  site  to  the  advertisers  who 
pay  much  of  the  cost  of  producing  it.  By 
asking  you  to  register  and  share  a  bit  of 
information  with  us,  we  can  better 
describe  our  audiences’  characteristics 
to  advertisers.”  The  disclaimer  says 
e-mail  addresses  won't  be  shared  with 
third  parties  —  unless  registrants  want 
them  to  be. 

RM.  NETS  A  RUICH  TREAT 

Wednesday  marks  a  milestone  in 
Dutch-language  Internet  history:  a 
same-day  digital  reproduction  of  the  print 
Nederlands  Dagblad  will  be  sold  online. 
The  first  customer  will  be  Prime  Minister 
Wim  Kok,  who  will  make  the  purchase 
at  9:15  a.m.  local  time  at  the 
Persmuseum  in  Amsterdam.  What’s 
certain  is  that  the  digital  copy  of  the 
newspaper,  described  as  a  “small  Dutch 
Christian  daily,”  will  be  downloaded  and 
viewed  in  Adobe’s  portable  document 
format.  What’s  not  certain  is  whether 
the  P.M.  will  be  using  his  own  credit  card 
for  the  purchase. 


March  1 1  is  a  day  we  freeloaders 
have  dreaded:  “Media  Unspun,”  the 
independent  spinoff  of  the  feisty  e-mail 
newsletter  “Media  Grok,”  is  now  charging 
a  fee  for  daily  delivery  after  a  short  run  of 
free  semiweekly  service.  For  info,  check  it 
out  at  http://www.mediaunspun.com.  ... 
MediaMap  (http://www.mediamap.com) 
has  a  new  collection  of  tools  for 
journalists,  including  “SourceNet”  and 
“9-11  Resources.”  ...  Coincidentally,  PR 
Newswire  will  launch  PR  Newswire  for 
Journalists,  combining  and  enhancing 
previous  offerings.  Starting  March  11, 
the  site  is  at  http://www.prnewswire 
.com/media. 
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Dorsey  Wilmarth 


Dorsey  Wilmarth,  40,  has  been  named 
managing  editor  of  the  Amarillo  Globe- 
News,  succeeding  Dennis  Spies,  who  retired 
in  October,  Wilmarth  joined  the  Amarillo 
Globe  Times  in  1986  as  news  editor  for  the 
afternoon  paper,  and  was  promoted  to  assis¬ 
tant  managing  editor  in  1988.  The  Globe 
Times  merged  with  Amarillo  Daily  News  in  May.  He  started 

out  as  a  copy  editor  for  the  Waco  Tribune-Herald  in  1982,  and 
joined  the  copy  desk  of  the  Houston  Chronicle  in  1984. 


r>^CONSUMERS 


S*ii'.s  Club  lot  I 


Lee  Enterprises,  Inc. 

has  sold 

Great  Falls  (MT)  Consumers  Press 

(33,776  weekly  circulation) 

St.  George  (UT)  Pioneer  Shopper 

(28,500  weekly  circulation) 

to 

Gannett  Company,  Inc. 

We  are  pleased  to  have  represented 
Lee  Enterprises,  Inc.,  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 


119  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505. 820. 27OO  FAX:  505.82O.29OO 
E  -  .mail:  INF0@DIRKSVANESSEN.COM  http:// WWW.DIRKSVAN  ESSEN. CO. m 
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MICHIGAN 

Dave  Clark  to  editor  of  The  Daily  Telegram 
in  Adrian  from  new's  editor.  Clark  succeeds 
Chris  lott,  now  sports  editor  of  Jackson 
Citizen  Patriot. 

MISSOURI 

Joe  Denneny  to  marketing  research  director 
at  the  St.  Louis  Post-Dispatch  from  research 
director  at  The  Charlotte  (N.C.)  Observer. 

NEW  YORK 

Lionel  Barber  to  New  York-based  managing 
editor  of  the  Financial  Times’  U.S.  edition 
from  editor  of  its  Continental  Europe 
edition,  effective  in  May.  Barber  will 
succeed  Robert  Thomson,  now  editor  of 
The  Times  of  London. 

David  Wighton  to  U.S.  news  editor  based  in 
New  York  from  financial  editor  in  London. 

NEBRASKA 

Charles  Reinken  to  editorial  page  editor  of 
the  Omaha  World-Herald  from  deputy 
editorial  page  editor,  effective  April  1. 
Reinken  will  succeed  Frank  PartSCh,  who 
is  retiring. 

OKLAHOMA 

Barb  Walter,  co-publisher  of  The  Hennessey 
Clipper,  elected  president  of  the  Oklalioma 
Press  Association,  effective  July  1.  Walter 
succeeds  Sean  Dyer,  co-publisher  of  the 
El  Reno  Tribune,  who  becomes  immediate 
past  president. 

TEXAS 

Neal  White  to  editor  and  publisher  of  the 
Wa,rahachie  Daily  Light  from  editor. 
White  succeeds  Publisher  CurtiS  Williams. 
Connie  Poirier  to  general  manager  from 
advertising  manager. 

JoAnn  Livingston  to  managing  editor  from 
news  editor. 


OMark  S. 
Roby 

■y  ’  to  publisher  of 
the  Watertown 
Public  Opinion 
from  publisher  of  the  Muscatine 
(Iowa)  Journal.  Roby  succeeds 
Steven  W.  Lowrie,  who  recently 
sold  the  daily  to  the  United 
Communications  Corp. 
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Who  could  possibly  oppose  making  newspapers  freely  available 
on  college  campuses^  Would  you  believe . . .  student  papers-' 


Not  much  coming  out  of 
campuses  surprises  us  these 
days,  but  we  were  still  taken 
aback  the  other  day  to  learn, 
in  a  Wall  Street  Journal  article  by  Patricia 
Callahan,  that  the  most  tenacious 
opponents  of  a  program  that  is  proven  to 
increase  newspaper  readership  on  college 
campuses  are  student  newspapers. 

In  1997,  Pennsylvania  State  Universitj- 
President  Graham  B.  Spanier  had  the 
brainstorm  to  get  college  kids  reading  by 
stacking  copies  of  national,  local,  and 
campus  papers  free  for  the 
taking  in  dormitories.  Since  Their  ol 

then,  hundreds  of  colleges  . 

have  instituted  similar  111*0  DILSI 

programs  with  local  dailies  hnC  of*2 

and  such  national  papers  as  , 

TheNexi'  York  Times  and  thu.t  IS  11 

f 'S4  Today.  Newspapers  lUllclclle 

can  cultivate  a  new  genera¬ 
tion  of  readers  and,  under  college 

Audit  Bureau  of  Circula¬ 
tions  rules,  count  copies  as  paid  circulation. 
Some  colleges  raise  student-acti\it\'  fees 
slightly  to  pay  for  the  program.  Just  as 
many  find  there's  no  need  for  an  increase. 

Demonstrating  an  imagination  worthy  of 
Oliver  Stone,  student  papers  lately  are 
managing  to  find  something  vaguely  sinis¬ 
ter  about  the  whole  thing  —  and  they've 
succeeded  in  blocking  programs  on  several 
campuses.  Egged  on  by  the  Vermilion 
campus  paper,  students  at  the  Universiri’ 
of  Louisiana  at  Lafayette  voted  down  a  pro¬ 
posal  to  distribute  copies  of  The  Advertiser. 
Administrators  at  Western  Michigan  and 
Vanderbilt  buckled  under  similar  pressure, 
rejecting  distribution  proposals.  Even  a  few 
officials  of  College  Media  Advisors,  whose 
members  are  supposed  to  serve  as  a  realifr 


OUT  OF  check  at  their  publications,  are  echoing  the 

s  us  these  paranoia  of  some  student  journalists, 

jtill  taken  The  objections  of  campus  papers  are 

y  to  learn,  based  on  a  line  of  argument  that  is  unusu- 

yy  Patricia  ally  muddled,  even  for  college  students: 
us  The  big  papers  will  steal  our  advertising 

proven  to  and  our  readers  and  put  us  out  of  business 

on  college  —  and  even  though  that  hasn't  happened 
ers.  amwhere,  well,  the  newspapers  are  bad 

Jniversitv-  because  they're  trving  to  make  money, 
ad  the  Consider  this  gem  from  an  editorial  in  The 

;ading  by  Vanderbilt  Hustler.  “Gannett 's  proposal  is 
.1.  and  not  about  education.  This  is  about  a  large 

media  conglomerate 

Their  objeetions  attempting  to  sell  the 

I  *  J  Vanderbilt  student  body  a 

til  e  ntLSed  on  <l  sack  of  magic  beans  that 

line  of  argument  "  srow  a  weed.- 

,  1(  ou  d  think  that  an 

that  IS  unusually  editorialist  at  so 

inuddlecl.  even  for  P'«>igi<>'is  anii's«inion 

as  V  anderbilt  might  attack 

college  students.  Gannett  with,  perhaps,  a 
droll  reference  to  an 

circulation.  episode  from  Marcel  Proust's  A  la  recherche 

ivitv’  fees  du  temps  jjerdu  —  something  a  little  more 

Just  as  sophisticated  than  a  metaphor  out  of  “Jack 

1  increase.  and  the  Beanstalk.”  But  invoking  a  monster 
an  worthy  of  from  a  children's  tale  is  of  a  piece  with  the 
ely  are  simplistic  analysis, 

guely  sinis-  Here  are  the  facts:  Reliable  research 
J  they've  shows  that  eas\-  access  to  newspapers 
s  on  several  drives  up  readership  levels,  which  can  only 
nilion  help  the  campus  paper.  E.vperience  on 

Jniversitv-  hundreds  of  campuses  —  not  to  mention 

down  a  pro-  common  sense  —  proves  that  the  national 
Advertiser.  edition  of  The  Neu'  York  Times  is  not  going 

higan  and  to  compete  with  the  campus  paper  for  ads 
ar  pressure,  from  the  favorite  hangout  of  Tri-Delts  at 

.  Even  a  few  State.  Campus  papers  should  be  fighting 
ors.  whose  for  these  programs,  not  inventing  scaiy 
as  a  realitv  reasons  to  block  them. 
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Sigma’s  SD9  single-lens-reflex  digital  camera  will  be  the 
first  to  incorporate  Foveon  X3  photosensor  technology. 
The  multimetering,  autofocus,  autoexposure,  and 
autobracketing  SD9  records  at  three  resolutions  and 
quickly  switches  between  still  and  video  modes.  By 
stacking  photodetectors  for  red,  green,  and  blue  light, 
its  F7  sensor  (shown  twice  its  size,  top,  right)  is  able  to 
capture  full  color  at  each  pixel  site. 


BY  JIM  ROSENBERG 


SMALLER  SENSOR  THAT  DELIVERS  SUPERIOR  COLOR  AT 
lower  cost  and  suitable  for  still  photography  and  video  from 
the  same  camera  —  it  seems  like  just  what  the  digital  doctor 
ordered  for  the  fiscal  budgets  and  physical  burdens  of 
capturing  visuals  for  converging  newsrooms. 

Two  weeks  ago,  at  the  Photo  Marketing  Association  s  PMA  2002 
annual  convention  and  trade  show  in  Orlando,  Fla.,  Sigma  Corp. 
unveiled  the  SD9,  a  single-lens-reflex  digital  camera  that  incorpo¬ 
rates  a  new-technolog}^  photosensor  from  Foveon  Inc.  That  com¬ 
pany,  based  in  Santa  Clara,  Calif.,  boasts  that  its  X3  technology 
produces  image  quality  exceeding  that  of  film,  with  images  captured 
by  the  larger  of  its  two  sensors  supporting  enlargement  to  30  inches 
on  a  side,  according  to  Marketing  Vice  President  Eric  Zarakov. 
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X3  technology  holds  out  the  possibility 
of  delivering,  from  a  single  camera,  image 
quality'  equal  to,  or  exceeding,  that  obtain¬ 
able  now  from  two  cameras  —  still  and  video 
—and  thus  reducing  the  burden  on  news 
photographers  responsible  for  both  ty’pes  of 
visual  reporting.  For  photographers  who 
routinely  carry  tw  o  digital  still-camera 
bodies,  X3  could  mean  adding  video  without 
having  to  lug  around  a  third,  larger  device. 

"This  new  technologj',  if  it  is  as  good  as 
claimed,  would  be  revolutionary,”  says  Roger 
Richards,  photo  editor  at  The  Virginian-Pilot 
in  Norfolk,  who  also  serves  as  a  faculty 
member  for  workshops  that  train  still-image 
photographers  in  the  effective  use  of  video. 

Foveon ’s  F7  sensor  was  announced  only  a 
month  ago,  and  Sigma’s  camera  is  just  as 
new.  Manufacturing  has  not  begun,  and  the 
first  deliveries  are  not  expected  before  the 
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Largely  independent  of  its  ink-on-paper 
namesake,  washingtonpostxom  has  one 
staff  photographer  working 
“overwhelmingly  on  video  at 
this  point,”  says  Kennedy,  whose 
Web  site  relies  on  the  printed 
Post  for  still  news  photos.  “Well  be 
tracking  [X3]  closely,”  he  says, 
adding  that  it’s  also  important  to 
B  keep  in  mind  the  need  to  eventually 

■  take  advantage  of  high-definition 

■  TV  standards. 


P  Foveon  X3  technology’s  principal 
I  design  feature  is  the  stacking  of  detectors 
F  for  all  three  primary  additive  colors 

within  a  complementary'  metal-oxide 
semiconductor  (CMOS)  silicon  w  afer,  rather 
than  relying  on  single-color  sites  and  more 
costly  charge-coupled  devices  (CCDs). 

Every  pixel  site  on  an  X3-based  sensor  is 
capable  of  recording  any  color  by  detecting 
levels  of  its  constituent  primaries.  Foveon 
achieved  this  by  exploiting  silicon’s  inherent 
color-separation  capability:  different 
wavelengths  penetrate  to  different  depths  in 
silicon.  Placing  photodetectors  at  the  proper 
depths  allow's  the  capture  of  red,  green,  and 
blue  wavelengths  at  the  same  pixel  site  in  a 
single  ex'posure. 

This  architecture  resembles  photographic 
film’s  layering  of  emulsions,  each  sensitive  to 
a  different  color,  on  an  acetate  base,  and 
contrasts  with  three  color-capture  methods 


IH  digital  cameras  not 

designed  for  new's 
H  photographers.  In  some 

H  papers,  images  from  low- 

end  digital  cameras  now 
accompany  classified  ads 
for  cars  or  houses. 

“Anvthing  that’s  going 
to  be  able  to  offer  acceptable  image  quality  in 
a  publication  environment ...  is  going  to  be 
well-received,”  says  Allyn  DiVito,  senior 
editor  for  photography  at  The  Tampa  (Fla.) 
Tribune.  He  points  out  that  smaller  papers 
that  cannot  afford  better  digital  models  end 
up  staying  with  film  and  paying  for  all  the 
consumables  and  scanning  time.  But,  he 
continues,  “If  you  can  go  buy  a  digital  camera 
for  a  thousand  dollars,  your  return  on  invest¬ 
ment  is  very  quick  —  not  to  mention  the 
editorial  benefit”  of  working  until  deadline. 

Tom  Kennedy,  vvashingtonpost.com’s 
multimedia  managing  editor,  says  X3  “could 
be  a  breakthrough  technology,”  especially  for 
Web-side  photojoumalists  working  with 
both  still  and  video  images.  Even  beyond 
lightening  the  load,  the  technology  could 
help  in  packaging  still  and  video  takes  for 
Web  publishing.  Easy  toggling  between 
recording  modes,  he  adds,  may  allow  more 
editing  on-the-fly  and  less  in  production 
after  the  fact.  Kennedy’s  operation  is  “ex¬ 
tremely  curious  to  see  if  it  will  do  the  things 
advertised,”  because  asking  a  person  to  assess 
a  scene  or  event,  choose  the  more  appropri¬ 
ate  visual  medium  at  any  given  moment,  and 
record  in  real  time  while  fumbling  with  two 
cameras  “is  kind  of  a  recipe  for  disaster.” 

That  lesson  was  learned,  Kennedy  recalls, 
after  vvashingtonpost.com  dispatched  a 
photographer  to  the  Carolinas  to  cover 
Hurricane  Floyd  in  1999,  with  less-thsm- 
satisfactory  results.  “One  box  that’s  capable 
of  delivering  both  outputs,”  he  says,  might 
have  made  a  big  difference. 


Cameras  using 
‘X3’  technology  may 
change  news 
photography  from 
print  or  video  to 
print  a/7(/ video - 
at  lower  cost 


end  of  May.  Other  than  a  couple  of  non¬ 
functioning  bodies  kept  at  its  booth.  Sigma 
brought  to  the  PMA  show  four  “pre-beta, 
semioperational”  SD9s  that  w'ere  “not  100% 
stable,”  according  to  Tom  Sobey,  Sigma 
Corp.  of  America  marketing  and  advertising 
director.  Two  were  lent  to  Foveon,  and  two 
spent  most  of  the  time  in  meeting  rooms, 
although  Sobey  says  he  occasionally 
managed  to  get  one  onto  the  show'  floor. 

The  SD9  is  aimed  at  the  advanced 
amateur  or  “pro-sumer”  market,  w'ith  quality 
and  features  that  exceed  typical  point-and- 
shoot  cameras  but  not  designed  specifically 
with  photojoumalists  in  mind.  Nevertheless, 
cameras  like  the  SD9  may  one  day  finally 
open  up  digital  photography  to  many  smaller 
dailies  and  weeklies  that  until  now  have 
forgone  the  technology',  settled  for  lower 
quality,  or  found  limited  use  for  midrange 


X3  technology  (top)  embeds  detectors 
to  exploit  different  wavelengths’  varying 
abilities  to  penetrate  silicon.  A  conven¬ 
tional  sensor’s  single  layer  of  detectors  is 
filtered  like  a  three-color  checkerboard. 
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Color  Artifacts 


Color  Artifacts 


r  Detail 


or  Deta 


in  what  it  calls  a  com¬ 
parison  of  technologies, 
not  cameras,  with  light¬ 
ing  conditions,  optics, 
and  pixels  as  near  equal 
as  possible,  Foveon 
supplied  prints  of 
images  captured  with 
its  X3  sensor  (near  left) 
and  a  conventional  sen¬ 
sor  with  an  optical-blur 
anti-alias  filter,  which, 
at  the  expense  of  sharp¬ 
ness  of  detail,  mini¬ 
mizes  but  does  not 
eliminate  color  artifacts 
(far  left).  A  similar  com¬ 
parison  shows  color 
moire  in  the  fabric  of  a 
shirt  (below). 


Capable  of  measuring  rather  than 
inferring  all  colors  at  each  pixel  site  without 
appKing  color  filters,  the  2,268-by-l,512- 
pLxel  F7  can  be  thought  of  as  essentially  a 
10.2-megapLxel  sensor  squeezed  onto  a 
3.4-megapLxel  surface  —  each  pixel  site 
being  three  detectors  deep.  According  to 
Foveon,  the  result  is  a  smaller  sensor 
producing  more  accurate  picture  data  and 
the  storage  and  transmission  benefits 
afforded  by  the  resulting  smaller  files. 

Founded  five  years  ago,  Foveon  develops 
digital  photography  technologv’  and  products 

—  initially  cameras  that  aimed  for  image 
qualiri'  comparable  to  medium-format  film. 
Fiighteen  months  ago,  it  achieved  the  highest 
resolution  for  a  CMOS-bcUsed  image  sensor, 
16.8  megapixels. 

Seemingly  more  complex,  the  X3  sensor 
achieves  its  low'er  cost  by  adopting  one  older 
technique,  obxiating  another,  and  simplify¬ 
ing  a  third,  Zarakov  explains.  First,  it  benefits 
from  CMOS  manufacturers'  economies  of 
scale  and  competition  owing  to  widespread 
use  of  the  long-established  chip-fabrication 
process  for  the  computer  industry.  Second, 
layers  of  embedded  detectors  need  no 
checkerboard  overlay  of  pixel-size  color  filters 

—  a  process  Zarakov  says  requires  more  steps 
than  stacking  detectors.  And  that  stacking 
calls  for  an  image-capture  subsystem  that  is 
simpler  and  less  costly  than  that  needed  to 
assemble  an  image  from  a  three-color 
checkerboard  of  pixels.  CCDs,  adds  Zarakov, 
also  “require  much  more  complex  pow-er 
management,”  which  may  contribute  to  the 
size  and  weight  of  cameras  that  use  them. 


employed  in  digital  cameras  until  now. 

Those  cameras  require  that  software  inter¬ 
polate  color  and  its  location  from  data  cap¬ 
tured  by  differently  color-filtered  detectors 
arranged  on  a  single  plane  (ordinarily  25% 
dedicated  to  red.  25%  dedicated  to  blue,  and 
50%  dedicated  to  green  because  that  channel 
also  carries  other  information);  make  what 
amounts  to  successive  exposures  through  a 
rotating  color-filter  wheel;  or  split  the 
incident  light  into  three  beams  aimed  at 
different  sensors  or  sections  of  detectors. 

The  first  is  inexpensive  to  make  and 
captures  action  well,  but  is  susceptible  to  the 
artifacts  that  Foveon  says  it  hcis  overcome  — 
errant  flecks  of  so-called  color  aliasing  in 
areas  where  details  are  a  fraction  of  a  pixel 
wide.  The  second  cleans  up  color  at  some 
exfra  cost,  but  takes  only  monochrome  ac¬ 
tion  shots.  The  third  captures  action  in  color 
without  color  aliasing,  but  is  more  costly. 

The  problem  for  newspaper  photograpb- 
ers  (and  their  suppliers)  is  that  they  need  it 
all:  good  color;  resolution  satisfactoiy*  for 
print;  speed/sensitivify'  to  capture  motion/ 
record  in  poor  light;  choice  of  lenses;  afford- 
abilify;  and  comfortable  size  and  weight. 

Heft  isn't  the  issue  it  once  was,  color  is 
assumed,  and  nothing  ever  costs  too  little. 

But  low-light  shooting  and  interchange¬ 
able  lenses,  insists  The  Tampa  Tribune's, 
Dirito,  “are  the  tsvo  non-negotiable  require¬ 
ments  for  professional  news  photography." 

Foveon  built  X3  technologx’  into  two 
sensors,  the  larger  of  which  is  the  20.7-by- 
13.8  mm  F7  that  Sigma  put  into  its  SD9. 
Though  the  dimensions,  says  the  company's 
Sobey,  make  it  “roughly  equivalent”  to  the 
smaller  APS  negative  format  (aimed  at  the 
35  mm  snapshot  market),  the  F7  approxi¬ 
mately  doubles  the  resolution  of  high-end 
consumer  (and  some  pro  digital)  cameras  by 
packing  pixels  with  three  stacked  detectors. 


of  the  two  manufacturers  whose  cameras  are 
used  by  most  new’s  photographers,”  he  says, 
the  question  of  lensing  arises. 

The  Associated  Press  and  other  new  s 
outlets  all  point  to  their  existing  investments 
in  other  equipment.  None  wants  to  toss  out 
lenses  with  each  new'  camera  —  something 
not  required  with  their  Nikons  (or,  within  a 
range,  their  Canons).  Sigma,  however,  is 
perhaps  best  known  for  suppKing  lenses. 

“I  was  always  impressed  with  Nikon 
because  they  didn't  make  [photographers] 
go  out  and  buy  a  new  lens”  with  every-  new 
camera,  says  DiVito  in  Tampa. 

Lensing  will  remain  an  issue,  he  says, 
even  among  some  smaller  papers.  Nikon's 
new-  Coolplx  5000,  for  example,  with  its  5- 
megaplxel  sensor  and  hot  shoe  for  external 
flash,  isn't  compatible  with  Nikon  lenses  used 
on  photojournalists'  film  and  digital  cameras. 

Publisher  Griffin  Lovett  has  tried 
squeezing  qualify-  from  lower-cost  electronic 
cameras  for  years.  He  w-as  among  the  first 
to  adopt  still-\ideo  photography  —  using 
not  high-end  cameras,  but  a  $700  Canon 
Xap  Shot,  to  shoot  a  picture  that  appeared 
the  next  day  in  The  Courier  Herald,  his 
10,799-circulation  daily  in  Dublin,  Ga. 

When  digital  cameras  succeeded 
still-video,  Lovett  bought  several,  pursuing 


“Anything  that  brings  us  better,  faster 
pictures  we  would  obviously  be  interested 
in,”  says  Lew  Wheaton,  administrative 
director  of  AP  Photos.  But  with  “no  mention 
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lower-cost,  not  low-end  options.  ‘We  stuck 
with  Olympus  for  our  reporters,”  he  says, 
recalling  that  the  D600L  model  then  cost 
S4,000.  Lovett  still  likes  that  camera,  prefer¬ 
ring  its  optical  view'finder  to  others’  electron¬ 
ic  screen.  Later,  when  budgets  permitted,  his 
paper  bought  a  couple  of  Nikon-based  Fuji 
cameras  to  supply  the  speed  needed  to  shoot 
sports.  He’s  now  mo\ing  digital  cameras  into 
his  company’s  three  weeklies.  “I  wish  we 
could  have  seen  something  like  that  years 
ago,”  Lovett  says  on  learning  of  the  SD9.  We 
love  Sigma,”  he  says,  calling  the  company  “a 
great  lens  maker.  We  just  bought  a  Sigma 
lens  for  our  [newest]  digital  camera.” 

Happy  with  the  SD9’s  possible  price  and 
optical  \iewfinder,  Lovett  says  its  resolution 
should  be  more  than  ample,  given  the  fact 
that,  when  provided  with  5  million  pixels, 
newspapers  tvpically  “throw  more  than  half 
of  them  away”  in  the  course  of  production. 
For  a  news  camera,  however,  he  says  the 
SD9’s  top  ISO  rating  of 400  is  minimally 
satisfactory  for  a  job  where  800  speed  and 
higher  is  often  necessary.  (An  X3  sensor  is 
capable  of  ISO  800  and  higher  speeds,  says 
Zarakov.  It  can  be  pushed  “a  couple  of  steps,” 
he  says,  adding,  ‘We  believe  the  [SD9]  will 
actually  be  able  to  run  at  800.”) 

Echoing  Lovett’s  comments  on  the  gains 
in  resolution  and  sensitivitv  /speed,  DiVito 
says  Nikon’s  Dl  and  other  digital  cameras 
are  now  “so  darned  good”  that  he  wonders 
how  much  further  improvement  will  matter 
to  newspapers,  while  emphasizing  that 


on  their  part,”  he  says  of  Sigma.  It  gives  wide 
exposure  and  tests  success  w’here  the  invest¬ 
ment  isn’t  as  high  as  for  more-specialized 
cameras  —  and  the  possible  return  would 
seem  much  greater.  A  launch  at  the  low  end, 
where  price  matters  more  and  quality  and 
functionality  matter  less,  might  not  say  as 
much  about  prospects  for  exploiting  the  new 
technologv’  in  more-sophisticated  cameras. 

Consumers  in  general  are  returning  to 
photography  using  digital  cameras,  especially 
with  the  arrival  of  inexpensive  printers,  and 
DiVito  says  if  were  up  to  him,  he’d  put  devel¬ 
opment  dollars  into  the  “big  void”  between 
point-and-shoot  and  pro  cameras.  Sigma  is 
right  to  aim  first  at  consumers  in  that  grow¬ 
ing  middle  market,  he  says,  because  “there’s  a 
whole  lot  more  of  them  than  there  are  of  us.” 

Fov  eon  says  scalable  X3  technologv’  can  be 
moved  from  initial  midmarket  applications 
to  other  consumer  and  specialist  cameras. 

DUAL-MODE  DYNAMICS 

How  does  X3  make  dual  still/video  use 
possible?  Because  all  colors  are  captured  at 
all  pixels,  signals  from  groups  of  adjacent 
pixels  can  be  combined,  treating  each  group 
as  though  it  were  a  single,  larger  pixel.  X3 
sensor  circuitiy  enables  quick  svv'itching 
among  an  unspecified  number  of  resolutions 
that  derive  from  configuring  individual  pixels 
into  2  by  2, 4  by  4, 3  by  5,  or  other  groupings. 

This  variable  pixel  size  (VPS)  accounts  for 
the  ability  to  seamlessly  switch  between 
motion  video  and  still  photography  while 
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“image  quality’,  especially  under  adverse 
[lighting]  conditions,  is  of  greater 
importance  to  the  news 


”1  wish  we 
could  have  seen 
something  like 
that  years  ago.” 

GRIFnNLOVEn 

“The  Courier  Herald,”  Dublin,  fia. 


photographer”  than  mere  file  size. 

Nevertheless,  he’s  eager  to  see  the  camera 
and  “excited  about  that  kind  of  stuff,”  says 
DiVito.  “The  best  thing  that’s  happened  to 
digital  photography  is  the  consumer  market,” 
he  adds,  pointing  to  everything  from 
incentive  for  development  and  lower  prices 
to  the  ubiquity'  of  powerful  personal 
computers  and  Internet  access  which  has 
made  dial-up  connections  and  Leafax  photo 
transmitters  seem  like  ancient  history’. 

Aiming  the  new  sensor  technology  first  at 
the  broad  middle  of  the  market  “is  very’  smart 


preserv’ing  image  quality  without  compro¬ 
mising  performance,  according  to  Foveon. 

The  sensor  can  snap  a  high-  resolution  still 
“in  the  midst  of  recording  v’ideo,” 
according  to  the  company. 

VPS,  says  Zarakov,  vv’ill  be 
implemented  according  to  manu¬ 
facturers’  camera  designs.  SD9 
resolutions,  in  pixels,  are:  2263  by 
1512, 1134  by  756,  and  756  by  504. 

Just  as  larger  silver  grains  make 
faster  films,  suited  to  low-light  con¬ 
ditions,  larger  pixels  boost  the  sig- 
nal-to-noise  ratio,  allovv'ing  capture 
of  full  color  in  lower  light  with  less  noise,  and 
at  higher  frame  rates  with  faster  autofocus. 

“I’m  sure  well  look  at  it,”  says  Tom  Burton, 
the  Orlando  (Fla.)  Sentinels  photo  depart¬ 
ment  manager.  Burton  stresses  that  not 
every  story  is  necessarily  suited  for  both  still 
and  V’ideo  coverage.  Subject  matter,  story’ 
treatment,  and  medium  affect  v'isual  as  much 
as  verbal  coverage.  Video  surely  isn’t  suited 
for  every’  assignment,  he  says,  but  it  can  add 
to  much  daily  reporting. 

Ultimately,  how’ever,  a  good,  convenient, 
dual-mode  camera  won’t  serv  e  users  unable 
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to  appreciate  each  medium’s  diflFerent 
demands  and  untrained  in  dual-media 
storvtelling.  The  different  environments 
demand  different  ways  of  working. 

Casual  conversation  with  subjects  that 
can  aid  in  shooting  still  images  is  impossi¬ 
ble  with  video,  says  Burton,  because  audio 
also  is  being  recorded.  Adds  Divito:  ‘You 
think  differently  when  you  shoot  video.  You 
think  about  transition.”  Even  print  photog¬ 
raphers  who  compose  well  in  video,  he  says, 
often  don't  achieve  good  flow.  “Itll  take 
another  level  of  training  and  experience  to 
make  it  work  well,”  says  Burton. 

From  Tampa’s  famously  converged 
newsroom,  photographers  are  dispatched 
carrving  both  still  and  video  cameras.  But 
some  print  images  don’t  merit  interrupting 
video  work  or  sending  a  second  shooter.  So 
the  Tribune  grabs  headshots,  for  example, 
from  video  frames,  using  Salient  Stills 
software  to  create  high-resolution  stills 
from  the  video.  “All  things  considered,” 


says  DiVito,  “we’re  pleased  with  it.” 

Mindful  that  successful  video  work  “can 
really  be  time  consuming,”  Burton  says  he 
thinks  a  dual-mode  camera  also  may  prove 
helpftil  to  assigning  editors  in  managing 
schedules  and  workloads.  DiVito, 
however,  says  he’s  concerned  that  if 
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technology-  makes  dual-mode  shooting 
easier  and  cheaper,  it  will  help  perpetuate 
use  of  photography  as  an  afterthought 
rather  than  as  an  integral  part  of  reporting. 

Users  may  be  in  no  hurry  to  switch  from 
investments  in  expensive  equipment  from 


companies  they’ve  long  known  —  com¬ 
panies  that  surely  aren’t  eager  to  abbreviate 
returns  on  investment  in  manufacturing 
capacity'.  But  there  are  now  new  customers 
w'ho  may  be  prepared  to  try  new  products 
from  new  names.  The  Web  didn’t  amount 
to  much  when  the  first  digital  cameras 
appeared.  And  for  a  few  years 
after,  the  only  quality  alternative 
was  film.  Today,  the  Web  happily 
streams  video,  and  small-budget 
papers  may  find  an  affordable 
route  to  quality  digital  photos. 

“If  Sigma  can  build  hybrid, 
high-resolution  still/video  cam¬ 
eras,  it  would  be  of  much  interest 
to  those  of  us  who  work  in  both 
mediums,”  says  Richards.  “A  compact 
digital  camera  that  provides  the  quality'  of 
35  mm  film  would  be  a  dream  come  true.” 

In  Orlando,  the  Sentinel's  assistant  man¬ 
aging  editor  for  multimedia,  says  Burton, 
“has  been  waiting  for  that  for  years.”  11 


A  snapshot  of  Sigma’s  SD9  and  its  compotition 


Pgrip  and  low'er  portion.  Sigma’s 
SD9  records  RAW  data  with 
lossless  compression,  convertible  to  JPEG 
or  TIFF  formats,  where  image  character¬ 
istics  such  as  w'hite  balance,  brightness, 
and  contrast  can  be  adjusted.  The  camera 
uses  FireWire  or  IEEE  1394  and  USB 
computer  connections,  stores  images  on  a 
Compact  Flash  Type  II  card  or  IBM 
Microdrive,  and  outputs  video  in  PAL 
and  NTSC  standards. 

The  SD9  takes  Sigma  SA-mount  lenses. 
It  uses  a  pentaprism  single-lens-reflex 
(SLR)  viewfinder  and  1.8-inch  backlighted 
color  TFT  LCD  to  review  images.  It  offers 
single  and  continuous  (predictive)  autofo¬ 
cus  modes,  three  metering  systems,  three 
autoexposure  modes,  ISO  100-,  200-,  and 
400-equivalent  sensitivities,  auto-bracket¬ 
ing  at  three  exposure  levels,  and  shutter 
speed  from  ’/fi-oco  second  to  30  seconds. 

By  comparison,  the  CCD-based  high- 
resolution  Nikon  DlX  has  5.5  megapixels, 
125-800  ISO  equivalence,  and  up  to  nine 
shots  at  three  frames  a  second.  The  high¬ 
speed  DlH  has  2.75  megapixels,  ISO  to 
1,600,  and  up  to  40  shots  at  five  frames  a 
second),  with  shutter  speed  up  to  Vi6,ooo 
second  and  flash  synch  at  up  to  ’/soo 
second.  SD9  and  Dl  sensors  have  the 
same  aspect  ratio  as  35  mm  film,  but  are 


OWERED  BY  BATTERIES  IN  ITS 


somewhat  smaller  than  the  APS  format. 

Canon’s  EOS-1  D  offers  a  4.5-megapbcel 
CCD  sensor,  200-1600  ISO,  and  up  to  21 
consecutive  high-resolution  shots  at  eight 
frames  a  second.  The  Nikon  and  Canon 
models  both  weigh  about  2V2  pounds.  In 
spring,  both  will  offer  lighter-w'eight 
cameras  with  resolutions  exceeding  6 
megapbcels.  The  CMOS-based  Canon 
EOS-D60  will  have  100-1000  ISO; 
Nikon’s  even  lighter  DlOO  (with  a  CCD 
array  the  same  size  as  that  in  the  Dl)  will 
have  200-1600  ISO. 

Tom  Sobey,  marketing  and  advertising 
director  for  Sigma  Corp.  of  America, 
expects  it  also  will  design  point-and-shoot 
and  pro  models  using  Foveon’s  X3  sen¬ 
sors.  He  estimates  the  i  V^-pound  SD9 
body  will  sell  for  less  than  $3,000.  That 
will  put  it  in  competition  with  Canon’s 
D60,  a  new  Fuji  camera,  and,  possibly, 
Nikon’s  DlOO.  Earlier  speculation  that  the 
SD9  would  go  for  about  $2,300  w'ould 
make  it  a  less-expensive  alternative  to 
Nikon’s  $2,900  DlX  and  $2,500  DlH  for 
those  not  already  heavily  invested  in 
Nikon  gear.  (When  introduced  two-plus 
years  ago,  the  Dl  sold  for  more  than 
$5,000.)  One  observ'er  suggests  Sigma 
may  take  the  value-pricing  approach  for 
its  SD9  that  it  uses  for  aftermarket  lenses, 
placing  it  between  Dl  and  DlOO  prices. 


Neither  Nikon  nor  Canon  executives 
will  discuss  consideration  or  possible 
testing  of  Foveon  sensors.  “It’s  way 
premature  to  even  talk  about  it,”  says 
Richard  Lo Pinto,  Nikon  Inc.  vice 
president  for  SLR  products.  Unaw'are  of 
any  contact  with  Foveon,  Canon  USA  Inc. 
executives  say  initial  activity  would  be 
undertaken  by  their  Tokyo-based  parent. 

If  Foveon’s  X3  technology  finds  its  way 
into  news  cameras,  says  Roger  Richards, 
photo  editor  at  The  Virginian-Pilot  in 
Norfolk,  it  probably  will  take  a  few  years 
and  a  few  “major  deals,”  given  the  “serious 
planning  and  retooling”  it  will  require. 

Except  for  its  analog  still-video  cameras 
in  the  late  1980s  and  early  ’90s,  Sony  has 
had  no  role  in  new  spaper  photography. 

But  it  is  a  very  big  player  in  the  consumer 
and  professional  video  equipment 
markets.  International  Data  Group  senior 
analyst  Chris  Chute  told  The  Associated 
Press  that  Sony  is  the  leading  supplier  of 
sensors  and  consumer  cameras  —  a 
position  he  doubted  it  would  readily  cede. 

“We  don’t  necessarily  see  them  as 
competitors,”  Foveon  Marketing  Vice 
President  Eric  Zarakov  says  of  sensor 
makers  Sony  and  Canon,  in  the  belief 
their  camera  divisions  will  be  attracted  to 
compelling  technology  and  its  lower  costs. 

— Jim  Rosenberg 
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■THE  NEWSPAPER  INDl'STRY’S  MEETING  PLACE 


www.editorandpublisher.com 


Fot  a  cmvlele  litt  of  nesses:  ISOOIlSS-eiU  n  (9)  3)  (92-9050 
miniiinlanilnewscoiii 


_ MAILROOM  .  T  thought  if  I  c()ukl|i;ir.ichutelx‘hinil  enemy 

BUY/SELL/ALL  MAILROOM  EQUIPMENT  ^ ioumalistic  profev 

Muller  Martini/Rima/Quipp  i  ''•‘•n-  'hat  1  eoulii  tiegin  to  let  my  [x-tsixrtive 

Harris/Heidelberg/Hall  about  |X)lities  seep  in  anti  ma\he  influence 

Stitcher/Trimmers  &  Inserters  the  presentatktn  of  politic.s." 

Joe  Scott  &  Associates,  Inc. 

(•256)  997-9355  Fax  (256)  997-9656  !  Kwiixtk.lr.  alitor  (xiige.  W-U-IW 
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.4dministrati\t; 


-INDUSTRY  SERVICES- 


ADMINISTRATIVE 


GOSS 


Proud  of  the  past . 

Committed  to  the  future 


Someone  Old,  Someone  New? 

Our  commitment  to  training  new  and  existing  hires  remains 
as  strong  as  ever. 

Our  highly  experienced  training  staff  is  available  to  conduct 
your  printing  education  and  training  needs  to  give  you  the 
competitive  edge 

Programs  are  offered  in  the  following  areas; 

Management  And  Supervisory 
Trainer  Training 
Pre-Press 
Press  Operation 
Print  Quality  Improvement 
Waste  Reduction 
Mechanical  Maintenance 
Electronic  Controls  System  Maintenance 


Please  call  Peter  Farmer  on  630  850  5945  or  Marilyn  Lawson 
ext.  5607  to  discuss  your  needs,  or  to  request  a  quotation. 


CIRCULATION  SERVICES 


STORE  FRONT  SALES 

Professional,  Customized  store  front 
programs.  Elaine  Rockhill  (480)  326-6322 


-  40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


DYNAMIC  ACHIEVERS,  SPECIALIZING  in 

the  diverse  needs  of  the  Newspaper 
Industry: 

•  Training 

•  individual  Coaching 

•  Workshops 

•  Projects 

Customized  to  meet  your  needs  and 
budget.  Call  Today  for  a  Free  consulta¬ 
tion.  Carol  Alka  404-261-9968  or  check  us 
out  at:  www.dynamicachievers.com 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/462-6397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


TRAINING 


HISTORICALLY  BUSINESSES  MAINTAINING 
or  increasing  their  advertising  in  a 
weakened  economy  actually  enjoy  greater 
short  and  long  term  prosperity.  The  same  is 
true  in  sales  training.  Allow  ProMax  Training 
&  Consulting,  the  newspaper  specialists,  to 
demonstrate  how  effective  results  oriented 
training  can  be  implemented  immediately  to 
maximize  your  newspapers  productivity, 
profits  and  people.  Call  Mary  Ann  at  (913) 
341-2242  or  visit  us  at  our  website: 
www.promaxtraining.com 


-HELP  WANTED- 


_ ACADEMIC _ 

ABE  FELLOWSHIP  PROGRAM 
DEADLINE:  SEPTEMBER  1,  2002 
Abe  Fellowships  are  designed  to  support 
scholars  or  research  professionals  who  can 
demonstrate  strong  and  serious  long-term 
affiliations  with  research  communities  in  the 
US  or  Japan.  The  Fellowships  are  awarded 
for  research  projects  in  the  social  sciences 
or  humanities  that  will  inform  the  environment 
in  which  policy  is  made  on  issues  of 
pressing  global  concern  to  industrialized 
and  industrializing  societies  across  the 
globe.  Projects  must  be  relevant  to  any  one 
or  a  combination  of  three  themes:  1)  global 
issues;  2)  problems  common  to  industrial 
and  industrializing  societies;  and  3)  issues 
that  pertain  to  US-Japan  relations.  Fellow¬ 
ships  are  offered  to  individuals  only  and  offer 
up  to  12  months  of  full-time  support. 
Applicants  must  hold  a  Ph.D.  or  the  terminal 
degree  in  their  field,  or  have  attained  an 
equivalent  level  of  professional  experience. 
Application  materials  are  available  as  of 
mid-March  on  the  SSRC  website  at: 

http://www.ssrc.org 
or  from  the  SSRC 
Ellen  Perecman,  Program  Director 
Abe  Fellowship  Program 
Social  Science  Research  Council 
810  Seventh  Avenue,  31st  Floor 
New  York,  NY  10019 
Phone:  (212)  377-2700 
Fax:  (212)  377-2727 
website:  http://www.ssrc.org 

For  other  Japan  programs,  please  consult 
our  website. 


-HELP  WANTED- 


.ACADEMIC 


ASSISTANT  PROFESSOR,  MEDIA  WRITING 
Department  of  Communication,  Central 
Washington  University.  Tenure-track,  available 
September  2002.  DUTIES:  teach  writ¬ 
ing-based,  mass  media  and  public  relations 
courses.  SCREENING  of  applications  begins 
April  8,  2002.  For  complete  job  description 
and  application  procedures  see 
http://www.cwu.edu/-comm/  or  contact 
Department  of  Communication,  Central 
Washington  University,  Ellensburg,  WA 
98926-7438.  E-mail:owensk@cwu.edu 
Voice:  (509)  963-1066. 

CWU  IS  AN  AA/EOE/Title  IX  Institution. 


ADMINISTRATIVE 


GENERAL  MANAGER/PUBLISHER 
10,000  daily  newspaper  in  upstate  South 
Carolina  is  looking  for  a  strong  leader  with 
a  proven  track  record.  Goal  driven  individual 
who  thrives  on  challenges,  a  plus.  Must 
possess  a  strong  background  in  editorial, 
advertising,  and  circulation.  Must  be  willing 
to  be  active  in  the  community  and  have  a 
minimum  of  5  years  newspaper  experience. 
E-mail  resume,  salary  requirements  and 
seven  business  references  to  Jerry 
Edwards,  Edwards  Publications  at: 
edpcorp@edwardspublications.com 

groupTublisher 

Leading  Business  to  Business  Media  Com¬ 
pany  looking  for  Atlanta  based  group  pub¬ 
lisher  for  portfolio  of  leading  Business  to 
Business  publications  in  design,  apparel 
and  sports  markets.  Comprehensive  benefits 
package  includes  a  highly  competitive 
salary  and  incentive  package  including 
health  insurance,  dental  coverage,  flexible 
spending  account  and  401(k)  benefits. 
Equal  Opportunity  Employer.  Please  send 
cover  letter,  resume  and  salary  requirements 
to: 

VNU  Business  Publications  USA 
HR  Dept  -  AD 
770  Broadway,  7th  floor 
New  York,  NY  10003 
Fax  (646)  654-5362 
Or  E-mail:  adoyle@vnuusa.com 

INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winning 
Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  +  stock  options  for  aggressive 
leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 
Cover  letter  &  resume  to: 
hr@berkeleydailyplanet,net  or  FAX  to: 

(510)  841-5695 


From  the 

newsrooms 

to  the 

PRESSROOlVtS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Flditor  &  Publislier 


vLsif  oiir  website  at 
www.editoraiul publislier.com 


“TlTt*  t >(’ tolc*visi« ui  tail  lx*  lt anjiarotl  to  the*  intnuim  lnin  of  intloor  pliinihiii^. 

FutxlanK'iitally  it  hroujilit  no  uhan.nf  itt  tlif  piihlit  s  habits.  It  snnpK  L-Iiininatot!  the*  not - 
t  o.ssiivof  Io:iv  in^  tho  hoiiso," 

-Alfrod  HiithttHk.  hritish  tilinniakor. 
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-HELP  WANTED- 


ADMINISTRATIVE 


NEWSPAPER  GROUP  is  looking  for  publishers 
for  small  to  medium  sized  newspapers. 
Excellent  opportunities  for  individuals  who 
have  newspaper  experience  at  a  department 
head  level  and  who  are  ready  for  the 
move  to  publisher  as  well  as  for  individuals 
with  publishing  experience  ready  to  move  to 
a  new  challenge. 

We  are  a  top  publishing  company  with  ex¬ 
cellent  benefits  and  opportunities  for  ad¬ 
vancement  if  desired. 

Please  send  your  resume  in  confidence  to: 
Box  2632,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

OUR’PUBLISHING  company  is  looking  for 
an  individual,  maybe  2  or  3,  who  has  experi¬ 
ence  in  publishing  newspapers  and  is  inter¬ 
ested  in  managing  a  group  of  papers  with 
publishers  reporting  to  this  individual. 
Experience  in  motivating  and  assisting  direct 
reports  in  meeting  goals  is  important, 
as  IS  newspaper  experience.  We’re  moving 
to  the  next  level,  and  we're  looking  for  indi¬ 
viduals  who  want  to  succeed  and  excel  in 
our  business. 

Excellent  company,  relocation  provided, 
benefits  top  notch.  Please  send  resume  to: 
Box  2631,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVEIRTISING 


CLASSIFIED 

OUTSIDE  SALES  MANAGER 
The  Savannah  Morning  News,  Georgia's 
Best  Newspaper  is  seeking  an  experienced, 
team-oriented  professional  to  manage  our 
Real  Estate  and  Automotive  team.  Lead  a 
sales  team  in  developing  and  increasing 
revenue  and  establishing  and  achieving 
sales  goals.  The  ideal  candidate  will  possess 
a  degree;  have  a  strong  background 
in  sales  and  management,  excellent  oral 
and  written  communication  skills,  and  3-5 
years  successful  newspaper  sales  manage¬ 
ment.  If  you  are  an  aggressive  manager 
looking  for  a  career  with  great  potential  and 
want  to  live  in  coastal  Georgia,  this  could 
be  your  ideal  opportunity.  Full  benefits  pack¬ 
age.  Send  resume  and  salary  requirements 
to  lbarnes@savannahnow.com. 

Savannah  Morning  News,  Attn:  L.  Barnes 
P.O.  Box  1088,  Savannah,  GA  31401 


WE  ARE  LOOKING  for  an  experienced  adver¬ 
tising  professional  to  lead  a  small  group  of 
weekly  newspapers  in  coastal  South  Carolina 
to  our  next  level  of  growth.  Good  base 
salary  and  benefits,  plus  great  earnings  po¬ 
tential.  Send  resumes  to  Steve  Robertson, 
The  Horry  Independent,  P.O.  Box  740,  Con¬ 
way,  SC  29526. 


ADVTIRTISING 


RETAIL  ADVERTISING  SALES  MANAGER 
The  Racine,  (Wl),  Journal  Times,  a  Lee 
Newspaper,  is  currently  recruiting  to  fill  the 
position  of  Retail  Advertising  Sales 
Manager.  The  position  reports  to  the  Pub¬ 
lisher  and  supervises  10  sales  representa¬ 
tives  and  two  support  people.  The  Retail 
Sales  Manager  is  responsible  for 
maintaining  a  high  quality,  well  trained,  moti¬ 
vated  sales  staff.  Budgeting  and  planning 
daily  sales  activities  is  an  important  part  of 
the  job.  Individuals  qualified  for  this  position 
must  be  good  sales  presenters,  and  are 
good  at  building  customer  relationships. The 
best  candidates  will  have  a  college  degree, 
some  experience  in  newspaper  sales  man¬ 
agement,  and  high  energy  levels.  Good 
computer  skills  are  essential.  If  you  have 
the  qualifications,  and  would  like  to  join  a 
good  management  team  and  a  good  news¬ 
paper  on  the  shores  of  Lake  Michigan,  send 
your  resume  and  cover  letter  to:  Jon  Young, 
The  Journal  Times,  212  4th  St.  Racine, 
Wl,53403.  E-mail: 

jyoung@)ournaltimes.com 


KEY  ACCOUNTS  MANAGER 
Florida  Newspaper  Advertising  Network  is  a 
sales  and  service,  not  for  profit,  company 
owned  and  operated  by  all  of  Florida’s  and 
South  Georgia’s  daily  newspapers.  Our  mis¬ 
sion  IS  to  show  the  benefits  of  advertising 
in  our  member  newspapers  to  selected 
advertisers. 

We  are  looking  for  a  sales  professional  to 
develop  a  new  classification  of  clients  for 
our  47  daily  newspaper  members.  Strong 
sales  presentation  skills  and  ability  to  work 
with  research  to  propose  concepts  and  so¬ 
lutions  IS  critical.  Must  be  able  to  travel  up 
to  two  weeks  a  month.  Must  have  experience 
selling  media  at  a  high  level  of  clients 
and  advertising  agencies.  We  offer  a  com¬ 
petitive  salary  and  bonus  with  benefits  in¬ 
cluding  health  insurance,  and  a  401(k)  plan. 
Please  send  cover  letter  and  resume  to: 

Florida  Newspaper  Advertising  Network 
Attn.  Bob  Berry 

633  North  Orange  Avenue  MP  104 
Orlando,  FL  32801 
Or  fax  to  (407)  42(T6102 

ADVERTISING  SALESPERSON/MANAGER 
Needed  for  long-established  Zone  5  suburban 
weekly  newspaper.  Competitive  salary, 
commissions,  profit  sharing  and  equity 
working  with  an  award-winning  group  of 
community  newspapers.  Excellence 
required  in  working  with  staff,  strong  on 
spec  layouts  and  cold  calls.  Best  fringe 
benefits.  Send  letter  about  past  accom¬ 
plishments  and  resume  to  Box  2640,  Editor 
&  Publisher  Classified,  770  Broadway,  7th 
Floor,  New  York,  NY  10003.  Please  state 
present  earnings.  A  great  opportunity  to 
grow  with  our  company  for  someone  who 
has  what  it  takes  to  be  the  very  best. 


CIRCULATION 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  38  daily  newspapers.  'We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 

M.\RCH  11,  2002 


CIRCULATION 


TIME  FOR  A  CHANGE?  We  are  a  new  company 
constantly  looking  for  Circulation  Profes¬ 
sionals  to  relocate.  We  specialize  in  small 
to  medium  size  newspapers.  Send  resume 
in  strictest  confidence  to  Box  2623,  Editor 
&  Publisher  Classified,  770  Broadway,  7th 
Floor,  New  York,  NY  10003. 

CIRCULATION  DIRECTOR 
The  Register  Citizen,  a  10,000  circulation 
daily  is  seeking  a  hands-on  Circulation  Di¬ 
rector  to  lead  our  team.  Good  leadership 
and  management  skills  are  required,  along 
with  a  strong  commitment  to  growing  the 
circulation  base.  Customer  service  experi¬ 
ence  IS  especially  preferred. 

Our  circulation  professionals  enjoy  a  com¬ 
petitive  compensation  package  and  a  huge 
opportunity  to  build  a  career  with  The  Journal 
Register  Company.  If  you  are  up  to  the 
challenge,  send  your  resume,  including  sala¬ 
ry  expectation  to: 

Publisher,  The  Register  Citizen 
190  Water  Street,  Torrington,  CT  06790 
Or  E-mail:  rpazdziorko@|Ournalregister.com 

The  Santa  Barbara  News-Press  is  seeking  a 
SINGLE  COPY  MANAGER.  Responsible  for 
directing  and  administering  single  copy  op¬ 
erations;  recruiting  and  contracting  of  carri¬ 
ers;  new  outlet  sales;  analyzing  and  main¬ 
taining  acceptable  returns,  and  sellout  per¬ 
centage.  Must  have  valid  drivers  license, 
access  to  a  reliable  vehicle,  and  insurance. 

FAX  resume  to:  (805)  564.5270 

HOME  DELIVERY  MANAGER 
The  Fayetteville  Observer,  a  family  owned 
(65,000  daily/75,000  Sunday)  southeastern 
North  Carolina  paper  seeks  a  Home 
Delivery  Manager  to  oversee  and  grow  our 
city  and  state  circulation  managing  14  district 
managers.  Candidates  should  have  a 
minimum  of  5  years  of  home  delivery  man¬ 
agement  experience.  We  offer  an  excellent 
compensation  and  benefit  package 
including  one  of  the  best  401(k)  plans  in  the 
industry.  We  are  an  All  America  City  and  offer 
an  excellent  area  of  the  country  to  live 
and  raise  a  family.  Send  letter  and  resume 
with  salary  history  to: 

Frank  Mastromarino,  Circulation  Manager 
The  Fayetteville  Observer 
P.O.  Box  849,  Fayetteville,  NC  28303 
E-mail:  mastro^ayettevillenc.com 
Fax:  (910)  486-5340 


EDITORIAL 


COPY  EDITOR/PAGE  DESIGNER 
We  are  a  mid-sized  daily  in  Northeast  Ohio 
looking  for  an  energetic  copy  editor/pagi- 
nator  with  solid  news  judgment  and  a  com¬ 
mand  of  language.  We  want  a  team  player 
who  takes  pride  in  smart  editing  and  creative 
heads.  Resume  and  work  samples  to: 

Managing  Editor,  The  Chronicle-  Telegram 
225  East  Avenue,  Elyria,  OH  44035 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 
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ADVICRTISING 

ADVERTISING 

1  1 

Real  Estate  Sales  Manager 


The  Austin  American-Statesman,  a  leading  innovator  in  the  development  of  print  and 
online  solutions,  has  an  immediate  opening  for  a  Real  Estate  Sales  Manager.  Phenomenal 
growth  in  the  re-sale,  new  homes,  and  rental  segments  of  this  category  provide  a 
rich  opportunity  for  the  right  leader. 

Will  direct  and  monitor  the  sales  and  support  efforts  of  the  Outside  and  Inside  sales 
groups  within  the  Real  Estate  category  contributing  to  the  overall  revenue  goals  of  the 
Austin  American-Statesman’s  Classified  Advertising  department.  Must  possess  the 
ability  to  implement  and  execute  innovative  sales  strategies  and  maintain  communication 
with  advertisers  and  attend  association  meetings.  Will  forecast,  report  and  prepare 
categorical  portions  of  month-end  reports  and  annual  budget.  Requires  5  years  of  news¬ 
paper  classified  management  experience,  possess  valid  driver’s  license,  and  possess 
dependable  transportation. 

Salary:  Salary  commensurate  with  experience  and  education. 

Benefits: 

•  Medical/Dental  Insurance 

•  Paid  Vacation 

•  401  (k)  Program 

•  Tuition  Reimbursement 

•  Discount  subscriptions  and  ads 

Austin  American-Statesman 

Human  Resources  Department 
305  S.  Congress  Avenue,  Austin,  TX  78704 
Monday  -  Friday  8:30  AM  -  5  PM 
Phone:  (512)  445-3709 
Fax:  (512)  445-3883 
www.statesmanclassifieds.com 

E-mail:  aa-sjobs@statesman.com 
EOE 

Pre-employment  Drug  Test  Required 


Advertisers  call  Michele  Golden  at  [6461654-5304 


www.editorandpublisher.com 
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-HELP  WANTED- 


EDITORIAI. 


CITY  EDITOR 

The  Advocate,  a  22,000  circulation  daily 
newspaper  in  Newark,  Ohio,  is  looking  for 
city  editor  capable  of  leading  high-caliber 
daily  and  enterprise  coverage.  Duties  include 
coaching  reporters,  content  planning, 
editing,  and  leading  enterprise  projects. 
The  Advocate  is  a  Gannett  newspaper  pub¬ 
lished  in  rapidly  growing  area  east  of  Co¬ 
lumbus.  Apply  to:  Managing  Editor  Michael 
Shearer,  The  Advocate,  22  N.  1st  Street, 
Newark,  OH,  43055;  (740)  328-8820; 

mshearer@nncogannett.com 

DESKTOP  PUBLISHER  needed  to  assume  all 
production  duties,  including  page  design 
and  layout,  ads  design,  pagination  and  web 
site  maintenance  on  fast  growing  Carib¬ 
bean  weekly.  Mac  savvy  a  must,  journalism 
training  an  asset.  Salary  S340/week.  Rush 
resume,  portfolio  to: 

Box  2650,  Editor  &  Publisher 
770  Broadway,  7th  Fir.,  NY,  NY  10003 

EDIT  IN  ASIA 

English-language  paper  in  Seoul,  Korea, 
seeks  a  deputy  editor.  This  is  a  hands-on 
supervisory  position  in  which  you  would  edit 
copy  and  write  headlines,  as  well  as  guide 
young  journalists  and  help  plan  coverage. 
Flawless  command  of  English  and  several 
years’  significant  experience  in  journalism 
required.  Salary  negotiable.  Reply  by  E-mail 
to  hbpiper@)oongang.co.kr. 

REPORTER  wanted  for  Dayton’s  best  busi¬ 
ness  newspaper.  Beats:  technology,  manu¬ 
facturing.  Resume/clips  to  Heather  Martin, 
137  N.  Main  Street,  Suite  800,  Dayton,  OH 
45402;  hmartin@bizjournals.com. 


_ EDITORIAL _ 

EDITORIAL  WRITER 

We  want  an  experienced  writer  who  can 
produce  editorials  with  edge  and  flair.  Join 
our  two-person  opinion  staff  and  work  at  a 
family  owned  daily  with  a  long  history  of 
strong  editorial  stances  that  are  a  bit  more 
liberal  than  most  of  our  25,000  subscribers. 
Pagination  experience  and  knowledge  of 
Western  issues  a  plus  Located  on  the  Wash- 
ington-ldaho  border,  we  offer  immediate  ac¬ 
cess  to  wild  rivers  and  wilderness,  plus  a  mild 
climate  and  a  reasonable  cost  of  living.  Good 
schools,  low  crime  and  four  colleges  in  our 
circulation  area.  Full  benefits  and  competitive 
pay.  Send  resume,  samples  of  opinion  you 
have  written  and  references  to:  Jim  Fisher, 
Lewiston  Morning  Tribune,  P.O.  Box  957, 
Lewiston,  ID  83501  or:jfisher@lmlJibune.com 

ENVIRONMENT  REPORTER 
Major  West  Coast  daily  seeks  an 
aggressive  reporter  to  elevate  coverage  of 
the  environment  in  a  region  where  quality  of 
life  and  the  deterioration  of  natural  resources 
are  at  the  top  of  the  public  agenda. 
The  successful  candidate  will  be  a  proven 
performer  in  this  specialized  field,  a  journalist 
whose  work  is  nationally  respected  for 
its  insight,  originality  and  impact.  Applications 
should  include  at  least  six  work  samples  and 
be  sent  to: 

Box  2637,  Editor  &  Publisher  Classified 

770  Broadway,  7th  Floor 
NewYork,  NY  10003 


PAGE  DESIGNER 

For  12,250-circulation  Northwest  Ohio  after¬ 
noon  daily.  QuarkXPress  is  essential.  Graphic 
arts  degree  or  journalism-related  degree 
required.  Send  resume  and  10  design  sample 
clips  to  David  Miller,  Sentinel-Tribune, 
P.O.  Box  88,  Bowling  Green,  OH  43402. 


EDITORIAL 


PAGE/NEWS  EDITOR  needed  for  daily  Thor¬ 
oughbred  racing  publication.  Must  be  profi¬ 
cient  with  QuarkXPress  and  have  writing 
and  editing  skills.  Send  resume  and  salary 
requirements  to: 

Department  MM,  Thoroughbred  Times 

P.O.  Box  8237,  Lexington,  KY  40533 

REPORTER 

The  Lufkin  Daily  News,  an  award-winning 
morning  daily  newspaper  owned  by  Cox 
Newspapers,  is  seeking  an  eager,  aggressive 
reporter  to  help  us  cover  the  largest 
ci^  in  a  12-county  region  of  deep  East  Texas. 
Lufkin  is  about  two  hours  north  of  Houston.  In¬ 
terns  and  recent  college  graduates 
will  be  considered.  Minority  candidates 
strongly  encouraged  to  apply.  Send  clips 
and  resume  to  Marc  Masferrer,  The  Lufkin 
Daily  News,  300  Ellis,  Lufkin,TX  75902. 

SENIOR  EDITOR  FOR  MONTHLY  MAGAZINE 
Requires  strong  writing  and  researching 
skills  plus  a  boating  background.  Competitive 
salary,  sboating@southernboating.com. 

THE  CHRONICLE-TELEGRAM,  a  mid-sized 
daily  in  Elyria,  Ohio,  is  looking  for  an  editorial 
page  editor  who  is  an  experienced  journalist 
and  pithy  writer.  We  want  someone 
who  understands  and  defends  the  public’s 
right  to  know,  zings  public  officials  when 
they  deserve  it  and  cuts  through  hooey.  If 
you  can  do  it  all,  send  resume  and  clips  to 
Andy  Young,  editor.  The  Chronicle-Tele¬ 
gram,  P.O.  Box  4010,  Elyria,  OH  44036. 

MANAGING  EDITOR 

Excellent  opportunity  for  a  Southern  Califor¬ 
nia  resident  to  join  an  award  winning  business 
publication.  Responsibilities  include 
implementing  and  overseeing  editorial  mis¬ 
sion  of  all  publications,  managing  the 
day-to-day  editorial  operations,  direct  all  ed¬ 
itorial  aspects  of  publication:  research,  con¬ 
tent,  production,  scheduling,  budget  and  su¬ 
pervision  of  editorial  staff.  Candidates  must 
have  a  minimum  3  years  publishing  experi¬ 
ence  in  an  editorial/management  capacity; 
web-based  publishing  experience  desired 
College  degree  preferred.  Management, 
supervision,  budget  experience  required.  Bi¬ 
lingual  in  English/Spanish  desired.  Send 
cover  letter,  resume  and  salary  history  to: 
hr@hbinc.com 


FINANCE 


CONTROLLER 

The  Ocala  Star-Banner  and  The  Gainesville 
Sun  have  clustered  their  distinct  publica¬ 
tions  to  create  a  daily  combined  circulation 
market  of  110,000.  This  two-county  north 
central  Florida  area  is  known  for  the  hundreds 
of  beautiful  horse  farms  in  Marion 
County  and  for  being  home  of  the  University 
of  Florida  in  Gainesville. 

The  position  requires  extensive  newspaper 
experience,  management  of  large  staff,  ac¬ 
counting  degree,  excellent  presentation  and 
people  skills,  and  a  track  record  of  accom¬ 
plishments.  CPA  preferred. 

Owned  by  the  New  York  Times  Co.  and  an 
equal  opportunity  employer,  we  offer  excel¬ 
lent  benefits,  relocation,  pension,  401(k) 
program,  superior  health  insurance,  and 
stock  options.  Please  E-mail  resume  in 
Word  format:  stephen.dewitt@nytrng.com. 


ADMINISTRATIVE 


ADMINISTRATIVE 


meoiatT 

managementXX 

Recruitment  Specialists 

Some  of  our  current  assignments; 

■  Marketing  Research  Manager  -  Daih  newspaper 
(circulation  S(),()(M)  to  l(M).OOO)  in  East  needs 
experienced  newspajier  re.search  manager:  good 
communication  skills;  compensation  in  the  $55, (KK)  to 
$(>5.(HK)  range. 

■  Assistant  Classified  Director  -  Daily  newspaper  in 
Northwest  (50, (MK)  to  1(X),(KK)  circulation)  seeks  strong 

sales-driven;  exceptional  company  and  environment. 

■  Training  Manager  -  large  .Midwest  metro  looking  for 
individual  to  oversee  training  needs  for  entire  operation; 
acquainted  with  Zenger-.Miller,  AdSell  and  other  programs: 
great  opportunity. 

Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  6006’’ 
847.963.9300  ■  nim2@voyager.net  ■  fax  847. 934.660” 


PRESSROOM 


>  A  n't 


BARTASH 

[•\ 

PRINTING 

i  Phone  (215)  724>1700 

Stnce1952 

ASSISTANT  PRESSROOM 
MANAGER -TRAINER 

Join  Philadelphia’s  largest 
cold  web  printer  and  earn 

80,000  Annually  -e 
Performance  Bonus 

Bartash  is  a  7  day,  24  hour  printing 
operation  that  seeks  an  experienced 
pressroom  supervisor  that  can  assist 
the  manager  in  the  daily  operations  of 
a  commercial  printing  shop.  Ideal  candidate 
will  have  experience  with  Goss  and 
Tensor  presses,  on-line  glue  and  trim 
books  and  extensive  4-Color.  The  candidate 
must  have  the  ability  to  tram  press 
crews  on  proper  printing  procedures. 
This  IS  a  high-profile  position  that 
requires  strong  verbal  and  written  com¬ 
munication  skills.  Submit  resume  to: 

Bartash  Printing 

Attention:  Edward  Yucis 
5400  Grays  Avenue 
Philadelphia,  PA  19143 
Phone:  (215)  724-1700 
Fax:  (215)  724-3948 


SALES 


ONLINE  SALES  MANAGER 
MaineToday.com,  an  industry  leader  in  inter¬ 
active  media,  has  an  excellent  opportunity 
for  a  sales  manager  with  a  record  of  success. 
MaineToday.com  is  a  sister  division 
to  the  Portland  Press  Herald. 

This  position  involves  direct  sales,  staff 
management  and  effective  collaboration 
with  newspaper  staffs.  Demonstrated  suc¬ 
cess  in  online  advertising  sales  is  strongly 
desired. 

Please  see  MaineToday.com’s  Advertising 
section.  Send  resume  and  letter  of  interest 
to: 

MaineToday.com  Human  Resources 
390  Congress  Street,  Portland,  ME  04101 
No  E-mail  or  phone  calls,  please 
We  are  an  equal  opportunity  employer 


-POSITIONS  WANTED- 


CIRCUIATION 


EXPERIENCED  hands-on  CIRCULATOR  avail¬ 
able  immediately  In  New  York. 

Phone/Fax  (631)  588-2735 


EDITORIAI. 


AUTOMOTIVE  WRITER.  Former  auto  magazine 
editor  with  newspaper  and  wire-service 
experience.  Covered  auto  industry  for  15 
years.  Can  offer  business  insight,  road 
tests,  features,  photography,  racing  and 
more.  Contact:  mmagda@earthlink.net 
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www.editorandpublisher.com 


EaP^s  Interwatiohal  Year  Book  is  the  airtherHative  source  la 
need  tp  reach  aira  the  information  you  need  to.  know  -  neorsi 


YEAR  B()OJ 


YEAR  B<K)K 
WHO'S  WHKI 


•  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 


•  U.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


2 

•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


I  Community  papers,  shoppers, 
TMC's,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian, 


I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


P  OL.  3 

•  Alphabetical  listing  of  personnel  from  Dailies,  Weeklies, 

Groups,  Services,  Shopper  and  Niche  Publications. 

•  Name,  Title,  Company,  Phone,  City  &  State 


Call  1-888-612-7095  to  Order  NOW! 

Buy  the  3  Volume  Set  for  only  $205  and  Save  40% 


Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 
Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 


ALL  AVAILABLE  E-MAIL  ADDRESSES  AND  WEB  SITES 


YEAR 

CD-ROK 


*  No  Sales  Staff  Should  Be  Without  One 

Publishers,  General  Managers  Advertising  Executives,  Circulation 
Managers,  Marketing  Managers,  Advertising  Agency  Executives, 

New  Media  Executives,  etc. 

*  Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully  indexed, 
searchable  database  that  allows  you  to  target  the  U.S.  and  Canadian 
newspaper  industry 

*  It's  Easy,  It's  Fast,  It's  Simple 

The  fast,  menu  activated  search-and-display  capability  of  our  CD-ROM 
makes  finding  data  and  compiling  lists  easier  than  ever. 

*  Customize  Your  Search  By  Any  Field 

Search  newspapers  by  Titles,  Personnel  Names,  City,  State,  County  and  Zip 
Codes.  Search  for  special  topic  editions:  Religious,  Ethnic,  Alternative.. ..and 
.  much  more! 

Y 

A  on  Dnnn  iaiitu  cvnnoT  i 


•  Exportable  Data  For  Mail  Merge  ^  j 

Ail  the  information  can  be  exported  to  \  / 

your  PC  in  a  wide  range  of  file  formats.  \  / 

Customize  mailing  lists  for  each  of  your  '  2-^'^ 

communications  projects  from  traditional  " 

mass  mailings  to  broadcast  e-mails  to  telemarketing.  Create  your  own 
contact  management  database  with  applications  like  Act  or  Access. 

•  CD-ROM  Sections 

The  Year  Book  CD-ROM  lists  over  90,000  personnel  names  including  all 
U.S.  Dailies,  U.S.  Weeklies,  Canadian  Newspapers,  Foreign  Newspapers 
and  Mechanical  Equipment  sections  ...  names  of  contacts  and  their  areas 
of  responsibility,  plus  other  critical  information  about  newspapers, 
newspaper  suppliers  and  service  companies 

SYSTEM  REQUIREMENTS:  Windows  95,  98  and  NT  -  32  MB  of  RAM  minimum,  SVGA  Monitor  or  higher,  10  MB 
available  hard  drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7  or  later,  2.5  MB  RAM  minimum, 

2  MB  available  hard  drive  space  OOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higher,  Microsoft  CD-ROM  extensions, 
640K  RAM.  3M6  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  ;  $795 


EXP:  03/31/02 
YBXXEPB2 


Company  Name:- 

Address: - 

Telephone: _ 


City:_ 
Fax  No: 


Payment  Method:  D  VISA  D  MC  D  AMEX  D  Check  Enclosed  •  Acct# -  Exp.  Date:. 

Add  Applicable  sales  tax:  CA,  DC,  FL,  GA,  IL,  MA,  NJ,  NY,  OH,  TX,  CANADA  •  U.S./Canada  add  $12.00  for  S&H 

Signature -  ‘Fax  to  Attention:  Randy  Larsen  Jr.  @  (646)  654-5363 


For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)336-4380  ext.  1  or  order  online  at  www.editorandpublisher.com 


DEMO  models 
make  debuts 

These  not-ready-for-primetime  players 
could  soon  land  key  roles  at  newspapers 


IN  THE  DIGITAL  OUTPUT  BUSINESS, 

it  is  important  to  focus  not  only 
on  today’s  opportunities  but  on 
those  on  the  horizon  as  well.  If 
you  want  a  prexiew  of  upcoming  digital 
innovations,  the  annual  DEMO 
conference  is  a  great  starting  point. 

One  of  the  most  interesting 
technologx'  forums,  DEMO  showcases 
innovations  that  are  fresh  from  the 
research  labs,  but  not  quite  ready  for 
marketing.  The  conference 
organizer,  IDG  Executive 
Forums,  irndtes  more  than 
60  companies  to  do  either 
eight-minute  demonstra¬ 
tions  or  60-second 
elevator  pitches.  Each 
conference  presents  a 
dizzxTng  array  of  products 
and  services. 

During  the  past  three 
years,  which  have  been  one 
of  the  most  technologically 
interesting  periods  in  our 
industrv’s  histoiy,  DEMO  has  shifted 
its  focus  from  consumer  tools  and  toys 
to  infrastructure  and  enterprisevvide 
products.  Because  innovative  products 
go  where  venture  capital  flows,  many  of 
the  recent  unveilings  featured  mobile 
connectivity. 

Why  should  mobile  connectivity  and 
other  technologv'  innovation  matter  to 
newspaper  companies? 

We  don’t  operate  in  a  vacuum.  Our 
vendors,  our  advertisers,  our  readers, 
and  our  employees  all  are  affected  by 
changes  in  the  technological  landscape. 
DEMO  can  alert  us  to  trendsetting 
products  in  the  pipeline.  For  example, 
the  Palm  Pilot,  among  the  first  widely 


adopted  handheld  digital  devices,  made 
its  debut  at  a  DEMO  conference. 

Here’s  a  look  at  three  fascinating 
companies  and  offerings  featured  at 
the  DEMO  2002  conference  in 
Phoenix  last  month. 

Zinio  Systems  Inc.  (http://vvwvv.zinio 
.com):  Zinio  is  trving  to  do  for  the 
magazine  industrv'  what  NewsStand 
Inc.  tries  to  do  for  the  newspaper 
industrv':  distribute  an  electronic 

version  of  a  printed  product 
for  display  on  a  personal 
computer  (PC). 

Based  on  the  limited 
demonstration  I  saw, 

Zinio’s  model  (which, 
like  NewsStand,  uses  Adobe 
Acrobat  at  its  core)  looks 
verv'  user-friendly.  Zinio 
folks  say  that  their  file  size 
is  even  more  compact  than 
Newsstand’s.  I  liked  some 
of  its  features  —  especially 
its  ability  to  highlight 
interesting  content  and  the  ability 
to  forward  an  article  to  another 
online  reader. 

Still,  there  is  the  underlv'ing  question 
of  whether  consumers  want  to  adopt 
such  a  reading  device. 

Zinio’s  technologv'  may  work  for 
magazine  publishers  because  their 
medium’s  smaller  page  design  more 
easily  fits  a  screen  the  size  of  a  PC. 
Newspapers  would  need  to  ensure  that 
their  underlv’ing  publishing  systems 
can  easily  reformat  content  without 
significant  additional  labor. 

Zinio’s  product  matters  because 
newspapers  must  find  new  ways  to 
deliver  compelling  and  well-designed 


content  to  Internet  readers.  While  the 
physical  size  of  broadsheet  newspapers 
is  a  big  stumbling  block  for  electronic 
editions,  our  special  sections  and  other 
unique  digital  news  products  might 
make  for  successful  use  of  this  new- 
electronic  format. 

PrinterOn  Corp.  (http://vvAvvv 
.printeron.net):  With  lots  of  information 
being  pushed  to  laptop  computers, 
personal  digital  assistants  (PDAs),  and 
other  mobile  devices,  one  might  think 
that  paper  printouts  are  a  thing  of  the 
past.  Not  so.  We  seem  to  print  out  as 
much  as  ever.  A  truly  mobile  worker, 
such  as  a  salesperson,  doesn’t  want  to 
earn,’  a  printer  around,  so  getting  a  hard 
copy  of  a  document  is  always  a  problem. 

PrinterOn  is  building  an  Internet- 
based  printing  network,  using  the 
Internet  Printing  Protocol  (IPP). 

IPP  is  already  built  into  some  printing 
devices,  such  as  Hewlett-Packard’s 
JetDirect  product.  With  PrinterOn’s 
senice  and  wireless  communication 
from  a  PDA  or  laptop,  mobile  printing 
becomes  easier.  PrinterOn  is  developing 
a  service  model  for  use  at  airports, 
hotels,  etc. 

PrinterOns  printing-network  idea 
matters  because  almost  anvthing  that 
makes  it  easier  for  our  mobile  employees 
to  do  their  jobs  is  worth  a  look.  Whether 
this  company  can  pull  oiT  such  a  network 
remains  to  be  seen. 

Kettera  Software  (http://vv’ww’ 
.kettera.com):  Kettera  has  a  simple,  but 
powerful,  tool  for  enhancing  customer 
relationships:  AskBox  3.0. 

This  software  tool,  placed  on  a 
company’s  Web  site,  enables  customers 
to  ask  questions,  gather  product 
information,  and  give  us  feedback  — 
all  without  leaving  the  confines  of  the 
AskBox  on  the  page.  This  means  our 
customers  won’t  be  waiting  for  page  re¬ 
loads  or  irritated  by  pop-up  windows.  To 
see  the  AskBox  in  action,  visit  CNet.com 
(http://vvvv-w.cnet.com)  and  take  a  poll. 

Kettera’s  AskBox  matters  because  some¬ 
times  simple  things  make  our  customers 
happy.  Finding  such  a  simple  solution 
should  make  evervone  happy.  H 

Finberg.  managing  director  of 
Finberg-Gentry,  the  Digital  Futurist 
Consultancy,  has  worked  in  newsroom, 
information-technology,  interactive- 
media,  and  corporate-strategy  roles  for 
several  leading  newspapers. 
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What’s  mined  is  yours 


With  a  wealth  of  information  available, 
papers  must  be  able  to  spread  it  around 


EWSPAPERS  HAVE  MADE  GREAT 
advances  in  managing  and 
manipulating  data,  but  I 
often  wonder  whether  we 
have  made  as  much  progress  as  we  should. 

In  recent  years,  great  emphasis  has 
been  placed  on  “content  management” 
and  “data  warehousing,”  both  terms  that 
essentially  mean  immediate  and  flexible 
access  to  information.  Yet  our  data  is 
still,  more  often  than  not,  locked  up  in 
individual  systems. 

To  be  sure,  there  have  been  bold 
experiments  designed  to  make  our 
information  more  r 

accessible  and  malleable.  |  ll|^ 

E^P's  Jim  Rosenberg  has 
reported  on  extensive  i 

data-mining  eft'orts,  |  P?  ^ 

carried  out  under  the  M 

tutelage  of  venerable 
technologv’  executive 
William  E.  Toner,  at 
The  Arizona  Republic  in 
PhoenLx  and  at  North 
Jersey  Media  Group  Inc. 

(Jan.  14).  At  The  Tampa 
(Fla.)  Tribune,  eft'orts  to 
converge  print,  broadcast,  and  digital 
news  gathering  and  dissemination  have 
been  widely  reported.  And  newspapers 
across  the  countiy  have  come  up  with 
clever  schemes  to  adapt  print  material 
for  Web  distribution. 

But,  by  and  large,  w'e  still  spend  far  too 
much  time  developing  unique  interfaces  to 
pull  data  from  one  system  to  another,  or 
reformatting  it  altogether  to  make  it  usable. 

For  newspapers,  information  is  our 
lifeblood.  We  have  enormous  amounts  of  it, 
intended  both  for  internal  and  e.xtemal 
audiences.  There  is  not  a  publisher  in  the 
countrv'  who  hasn't  thought  about  tbe  huge 
benefits  of  being  able  to  see  adv  ertising, 
circulation,  marketing,  production,  and 
financial  data  from  a  single  source.  And 
there  is  not  an  editor  who  has  not  thought 
about  how  wonderful  it  w'ould  be  to  direct 


news  material  to  any  number  of  conduits 
without  reformatting  or  performing  any 
technical  gvTnnastics. 

At  North  Jersey  Media  Group,  the 
solution  has  been  to  build  a  data  warehouse 
that  pulls  information  from  a  varietv'  of 
feeder  systems,  such  as  circulation  and 
advertising  systems.  In  turn,  executives 
can  manipulate  and  analvv.e  data  from  the 
entire  enterprise  through  appropriate 
Iront-end  software  tools.  Although  still  in 
development,  the  project  has  already  vield- 
ed  valuable  results  in  the  abilitv'  to  evaluate 
circulation  data  for  marketing  purposes. 

The  idea  of  a  sup  2r- 

^  1!  base  for  business  data  is 

W  certainly  a  workable 

’(■t,  w  ^  approach  to  the  prob- 
■  *  lem,  and  perhaps  the 

only  practical  way  to 
address  the  situation 
today.  But  it  can  be 
verv'  expensive  and  still 
involves  the  develop¬ 
ment  of  many  special 
interfaces  to  suck  data 
from  disparate  systems 
into  the  warehouse. 

To  be  truly  effective  and  practical  in  the 
future,  ftill  integration  of  data  across  the 
enterprise  will  require  standards.  The  lack 
of  such  industrv’  standards  for  fundamental 
data  formats  and  structures  is  the  single 
biggest  obstacle  to  fluid  manipulation  of 
information  in  newspapers  today. 

That’s  not  to  say  other  industries  are  not 
plagued  by  the  same  problem.  But,  for 
newspaper  publishers,  it  is  particularly 
vexing  because  of  the  volume  and  diversity 
of  information  w'e  deal  with. 

As  I’ve  reported  here  before,  w^e’ve  made 
great  strides  in  standardization  of  some 
areas.  The  industry’  has  completed  a 
standard  structure  for  classified  advertising 
records,  and  the  International  Press 
Telecommunications  Council  has 
developed  the  remarkable  News  Industry 
Text  Format  (NITF)  to  define  the  content 
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and  structure  of  news  articles.  With  the 
NITF,  publishers  can  direct  content  to 
print,  Web,  and  even  wireless  distribution 
channels  with  minimal  difficulty. 

These  tw’o  examples  of  recent  standards 
are  particularly  appropriate  because  they 
both  are  based  on  perhaps  the  most 
promising  development  for  data  exchange 
in  decades  —  XML  (extensible  markup 
language).  If  ever  there  was  an  ideal  time 
to  standardize  newspaper  business  data,  it 
is  here  in  the  age  of  XML. 

To  make  a  long  story'  short,  XML  is  a 
tagging  methodology’  that  greatly  facilitates 
the  interpretation  of  data  among  differing 
systems.  As  long  as  you  know  the  name 
and  meaning  of  any  given  “tag,”  you 
can  w’rite  instructions  to  handle  the  data 
in  a  way  that  is  appropriate  for  any 
particular  system. 

For  instance,  the  tag  called  “byline”  in  a 
story’  can  be  interpreted  to  appear  one  way 
in  the  printed  newspaper,  and  another  way 
for  presentation  on  the  Web.  The  tag  stays 
the  same  in  the  data  —  each  individual 
system  decides  how  it  will  use  the  tag. 

Certainly,  this  is  an  oversimplification 
of  the  process,  but  the  point  is  clear:  XML 
offers  an  amazingly  flexible  platform  on 
which  to  build  standard  structures  for  the 
exchange  of  data. 

Of  course,  XML  prov'ides  only  the 
framework  to  develop  data  standards.  It 
does  not  suggest  what  the  tags  themselves 
should  be.  That’s  up  to  indiv’idual  industries 
or  parties  with  common  interests. 

We  have  a  long  way  to  go  in  properly 
defining  the  data  structures  that 
permeate  our  business.  But  it  is 
achievable  with  the  suitable  commitment 
of  industry’  participants.  The  XML 
entyronment  offers  a  great  opportunity 
to  continue  to  define  the  structure  of  our 
most  important  business  processes  and 
translate  them  into  pliant  data.  Then  we 
can  truly  get  closer  to  full  interchangeability’ 
of  our  bloodstreams.  11 

Wolferman,  vice  president  of  information 
tech  nology  for  the  Denver  Newspaper 
Agency,  has  spent  more  than  25 years  as  a 
newspaper  journalist,  editor,  production 
executive,  and  information  technologist. 
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With  1,000 
or  more  photo¬ 
graphs  pour¬ 
ing  into  The 
Washington 
Post  every 
day,  there  may 
be  no  magic 
way  for  the 
newspaper  to 
manage  the 
flow.  But  the 
Post's  photo 
wizards  hope 
its  Merlin 
Picture  Desk, 
which  went 
live  last 
month,  does 
the  trick. 


EQUIPMENT 

prepress 

MERLINONE  INC. 

Quincy,  Mass. 

Sold  its  Merlin  Picture  Desk  to  The 
Washington  Po-it,  where  it  is  providing 
real-time  input  and  retrieval  of  wire  and 
staff  photos.  An  application  of  the  Merlin4 
digital  asset-management  system.  Picture 
Desk  lets  editors  review'  and  route  incoming 
wire  photos  —  with  browser-based  access 
to  daily  photos  and  the  half-million  images 
in  the  Merlin  archive,  and  a  dedicated 
Merlin4  client  for  deadline-page  editors. 
Images  are  selected  using  search  tools  and 
customizable  input  and  output  queues. 
Queries  can  be  saved.  Photos  meeting 
defined  criteria  can  automatically  be  placed 
into  projects  and  shared.  Continually 
updated  windows  give  a  view'  of  the  latest 
photos.  Merlin4  earlier  was  installed  at 
Tucson’s  An'roor/  Daily  Star,  where  its 
Scrounger  manages  images  from  digital 
cameras.  The  New  York  Times  and  The 
Providence  (R.I.)  Journal  use  its  preprint 
entiy'  and  planning  system. 

BASEVIEW  PRODUCTS  INC. 

Ann  Arbor,  Mich. 

Released  PhotoBridge  for  NewsEditPro 
IQue’s  Carbon  version  3.4.  The  plug-in 
allows  use  of  Adobe  Photoshop  5.5  or 
higher  to  edit  photos  in  the  IQue  database 
with  few  steps.  Double-clicking  on  an 
image  opens  it  in  Photoshop.  After  editing 
and  closing  the  image,  all  changes  are 
automatically  updated  in  the  database. 


PhotoBridge  also  automates  image  import 
and  can  be  used  to  recrop  pictures 
incorrectly  sized  for  a  particular  image  box 
and  correct  color  in  images  already  in  the 
database.  It  preserves  image  version 
historv',  facilitates  changes  to  formats,  and 
makes  uploaded  International  Press 
Telecommunications  Council  caption 
information  available  to  New'sEditPro. 

SYBASE  INC. 

Dublin,  Calif. 

Reached  an  original  equipment  manufac¬ 
turer’s  agreement  with  Digital  Technologv 
International  (DTI),  Springville,  Utah, 
which  will  offer  its  primarily  Macintosh- 
based  customers  reduced  cost  and  mainte¬ 
nance  using  Internet-enabled  Open  Client 
software  for  Macintosh  platforms.  Sybase 
committed  to  porting  Open  Client  to  Mac 
OS  X  “exclusively  for  DTI  customers,”  said 
DTI  CEO  Don  Oldbam.  Sybase’s  flagship 
database  product.  Adaptive  Server  Enter¬ 
prise  (ASE)  12.5  manages  advertising  and 
editorial  content  of  everv'  tv'pe.  With  Open 
Client  connectivitv'  softw  are  for  the  Mac, 
DTI’s  application  uses  ASE  12.5  to  deliver 
images  to  editorial  pages  and  maintains 
two-way  database  links  betw'een  a  page’s 
image  content  and  its  layout,  allovv'ing 
newspapers  to  open  a  story'  and  show  all 
related  photos  as  thumbnails  in  the  layout. 


output 


AGFA-GEVAERT  GROUP 

Mortsel,  Belgium 

Introduced  a  negative-working  news¬ 
paper/commercial  plate,  added  a  v'iolet- 
laser  platesetter,  and  introduced  hybrid 


PEOPLE 

MOVING 


PREPRESS  EXECS  JOIN 
FOUNDATIONS’ BOARDS 

Yves  rogivue,  ceo  at  man 

Roland  Inc.,  Westmont,  III.,  was 
named  to  a  three-year  term  as  a  director  of 
the  Graphic  Arts  Technical  Foundation, 
Sewickley,  Pa. 

Across  the  country, 
Dan  Friedland,  profes¬ 
sional  services  direc¬ 
tor  at  RealTimelmage 
Inc.,  San  Bruno,  Calif., 
was  named  a  director 
of  the  International 
Printing  Museum 
Foundation,  Carson, 
Calif.  Housing  the  late  Carl  Lindner’s  printing 
equipment  collection,  the  museum  covers 
more  than  500  years  of  printing  history 
{E&P,  Nov.  26). 

CREO  NAMES  GRAPHIC 
ARTS  CHIEF  AND  CFO 

CREO  GRAPHIC  ARTS’  NEW  PRESI- 
dent  is  Judi  Hess,  who  for  the  past 
two  years  has  served  as  corporate  vice 
president,  printing  work-flow  solutions.  With 
Creo  since  1995  as  program  manager  and 
work-flow  products  director,  Hess  earlier 
worked  with  MacDonald  Dettwiler  and 
Associates,  a  Canadian  high-technology 
commercial  and  defense  contractor. 

Parent  company  Creo  Inc.,  Vancouver, 
British  Columbia,  gave  Chief  Operating 
Officer  Mark  Dance  the  added  responsibility 
of  chief  financial 
officer,  effective  April 
30.  A  company  direc¬ 
tor,  Dance  replaces 
Michael  Graydon, 
who  continues  in  an 
advisory  role  at  Creo. 

A  mechanical  engi¬ 
neer  awarded  various 
patents.  Dance  was 
involved  in  surgical  and  medical  automation 
before  joining  Creo  in  1994.  He  was  named 
product-development  vice  president  in  1995 
and  rose  to  chief  operating  officer  in  1998. 
After  Creo  acquired  the  digital  prepress 
assets  of  Scitex  Corp.  Ltd.,  Dance  was 
appointed  president  of  the  graphics  arts 


Judi  Hess 
Creo  Graphic  Arts 
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division  and  led  the  integration  of  two  teams 
into  a  coherent  global  organization. 

MACTIVE  ADDS  DEPTH 
TO  ITS  STAFF  ROSTER 

New  to  MACTIVE  INC.,  MELBOURNE, 
Fla.,  are  Senior  Systems  Analyst  and 
Consultant  Hormoz  Jahansoozi  (from 
consulting  for  the  “St.  Petersburg  [Fla.] 
Times”  and  earlier  on  staff  at  several 
- }  California  news¬ 
papers,  including 
“The  Orange  County 
Register,”  Santa  Ana): 
implementation 
i  specialists  Michelle 
Grady  (formerly  of 
Atex),  June  Moore 
Melanie  Bergevin  (from  Tucson  News- 

Mactive  Inc.  papers  Inc.),  Howard 

Spruck  (formerly  of  the  Loki  Group,  Cam  ex, 
and  Crosfield),  Andrea  Sylvester  (formerly 
of  Scitex),  Jim  Gust  (formerly  of  “The 
Orange  County  Register”),  Melanie  Bergevin 
(formerly  of  “The  Sacramento  Bee”  and 
Camex),  and  Cassandra  Myer  (formerly  of 
System  Integrators  Inc.  and  “The  Kansas 
City  [Mo.]  Star”):  project  managers  Bill 
Everitt  and  Jim  Kelly  (formerly  of  Advanced 
Technical  Solutions,  Publishing  Partners 
International,  Integrated  Publishing 
Systems,  Bedford  Computer,  and  Hastech): 
support  services  staffer  Matt  Magdaleno 
(formerly  of  “The  Orange  County  Register”): 
and  Web/Interface  Designer  Ryan  Szmidt 
(formerly  of  Redwave  Interactive).  Also, 
Documentation  Manager  Cheryl  Roe  and 
Technical  Writer  Melissa  Rios  both  recently 
returned  to  the  company. 

DARNA  MOVES  TO  STI 
AS  SALES  DIRECTOR 

Bruce  barna  has  been  named 

sales  and  - 

marketing  director  at 
Systems  Technology 
Inc.,  the  former 
Baldwin  Stobb 
automated  material¬ 
handling  systems 
business  based  in 

San  Bernardino,  Calif.  gruce  Barna 

A  vice  president  and  STI 


Bruce  Barna 
STI 


co-founder  of  Pittsburgh-based  post-press 
systems  manufacturer  Rock-Built,  Barna 
served  as  a  Goss  Graphic  Systems  sales 
manager  for  the  past  two  years. 


screening  for  newspapers.  The  Zenith  N550 
plate  offers  greater  sensitivity  for  challeng¬ 
ing  productivity  requirements  and  tight 
deadlines.  Its  developers  keep  the  processor 
cleaner,  reducing  the  need  for  chemical 
replenishment  and  overall  maintenance. 
The  violet-laser  Polaris  lowers  operating 
cost  and  images  Agfa’s  Lithostar  Ultra-V 
or  any  other  violet-sensitive  laser-imaged 
plate  in  convenient  yellow  safelight. 
Sublima  technology  combines  frequency- 
modulated  stochastic  screening  with  Agfa 
Balanced  Screening  to  achieve  continuous- 
tone  quality  for  high-speed  printing  on 
newsprint  at  85-  to  100-line  screens. 

More  recently,  Agfa  agreed  to  supply  six 
Polaris  platesetters,  Lithostar  plates,  and 
Intellinet  work-flow  software  to  three  of 
newspaper  publisher  Johnston  Press’  major 
plants,  in  Portsmouth,  Peterborough,  and 
Northampton,  England. 

Owing  to  Europe’s  faster-than-expected 
decline  in  demand  for  conventional  plates 
and  East  Asia’s  stable  demand,  Agfa  said  it 
will  put  a  new  production  line  in  China,  to 
be  operating  by  mid-2003,  and 
restructure  in  Europe.  Saying  its 
plate  manufacturing  is  “frag¬ 
mented  as  a  result  of  the  many 
acquisitions  made  in  recent 
years”  and  that  it  is  struggling 
with  “severe  price  erosion” 
for  conventional  plates,  the 
company  plans  to  streamline 
its  product  line  and  rationalize 
manufacturing,  with  transfer  of 
some  work  from  the  United 
Kingdom  to  Germany  and 
Belgium  through  early  2003. 


system.  Start-up  is  planned  for  June  2003. 
Le  Monde  s  Ivry  sur  Seine  plant  has  run  two 
Wifag  OF  7  presses  since  1989  (each  four 
towers  of  nine-cylinder  satellites  with  color 
decks,  seven  autopasters,  two  turner-bar 
towers,  four  formers,  and  2:5:5  folder  — 
extended  in  1999  by  two  four-high  OF  570 
keyless-inking  shaftless  towers).  Le  Monde 
accounts  for  half  a  million  of  the  plant’s 
800,000-copy  daily  production. 


post-press 


’  ENTERNETLLC 

I  Lombard,  III. 

\  Put  its  CSN-NT  controls  on  two  Heidelberg 
!  NP630  inserters  and  downstream  devices 
I  at  the  Fort  Worth  Star-Telegram's  Edgecliff, 

I  Texas,  packaging  center  to  support  targeted 
i  newspaper  and  total-market-coverage 
I  (TMC)  advertising.  Operations  Vice 
I  President  Chet  Wakefield  cited  the  system’s 
j  ability  to  “produce  different  mailed 
i  packages ...  within  the  same  postal  sort.” 


pressroom 


BECK&POLLITZER  ENGINEERING 

Newcastle  upon  Tyne,  England; 

Wheaton.  III. 

Set  up  U.S.  offices  under  former  Goss 
engineer  Mark  Studebaker  to  market  its  ex¬ 
pertise  in  installing  production  equipment, 
especially  for  U.S.  companies  seeking  to 
relocate  to  Europe.  It  is  now  installing  a 
U.S.-made  Heidelberg  Mainstream  press  in 
Manchester,  England,  where  it  will  print 
copies  of  The  Daily  Telegraph,  London. 

WIFAG 

Bern,  Switzerland 

Sold  French  daily  Le  Monde  a  shaftless  OF 
370  comprising  six  4-high  towers,  seven 
autopasters,  two  turner-bar  towers,  four 
balloon  formers,  2:5:5  folder,  and  ABB 
control  and  production-management 


I  (Colo.)  Chieftain  chooses  a  Bravo  T,  like  this  one. 

I  MULLER  MARTINI  USA 

I  Hauppauge,  N.Y. 

I  Took  a  Minuteman-TV  program  saddle 
stitcher  in  trade  from  The  Pueblo  (Colo.) 
j  Chieftain  for  a  Bravo-TV  program  saddle 
I  stitching  line  with  a  Model  1540  Apollo,  a 
!  l6,000-cycle-per-hour  compensating 
i  counter  stacker,  providing  greater  stitching 
capabilities,  including  faster  turnaround 
I  and  a  wider  range  of  product  sizes.  The 
I  Bravo  folds,  stitches,  and  trims  TV  pro- 
!  grams,  booklets,  and  other  work.  Preprints 
j  can  be  quarter-folded,  and,  by  incorporat- 
i  ing  several  folder  feeders,  the  stitcher  can 
i  combine  inserts  into  TMC  packages. 

!  The  Clarion-Ledger,  Jackson,  Miss.,  also 
installed  a  Bravo  and  an  Apollo.  Gannett 
Offset/Springfield,  Va.’s  seven-press 
operation  installed  a  Prima-TV  program 
saddle  stitcher. 
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Gorrell  cartoons 
running  on  AOL 

Bob  Gorrell  of  Creators  Syndi- 
cate  has  been  named  editorial 
cartoonist  for  the  America  Online 
News  Channel.  Each  morning,  he  works 
with  AOL  editors  to  select  a  story  for  a 
cartoon  that’s  posted  in  early  afternoon. 

Latina  preteen  featured 
IN  ‘No  Rodeo’  comic  strip 

a  comic  strip  starring  an  11-year-old 
girl  named  Desiree  Chavez  is  being  self- 
syndicated.  “No  Rodeo”  is  by  Robert 

T  ^  ru«ffTASMAU."\ 

^  •  '  UJO«LO/  OR  SMALL ) 


Berardi  (robtberardi@yahoo.com)  and 
Pedro  Hernandez  Jr. 

CNBC  CO-HOST  SIGNS  ON  AS 
WEEKLY  Creators  writer 

Lawrence  Kudlow  is  writing  a  weekly 
column  for  Creators  Syndicate.  He 
co-hosts  CNBC’s  “America  Now,” 
which  discusses  politics,  business,  and 


King  Features  Syndicate 

INTRODUCES  PAIR  OF  COMICS 
King  Features  Syndicate  launched 
“Tina’s  Groove”  by  Rina  Piccolo,  who’s 
also  one  of  King’s  “Six  Chix”  cartoonists. 


TOWN,  r  SHOOU? 
K  SAV/  ^ 


I'M  JIM 
MARflOMS, 
DesiRee's 
SCIENCr 

teachcr. 
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Evoking  the  eternal  incredulity  of  youth,  Desiree  Chavez  stars  in  the  new  self-syndicated  strip,  “No  Rodeo.” 


Her  new  comic  stars  a  waitress.  And  it 
introduced  Pete  Murphey’s  “Hippy  and 
Pop,”  which  stars  a  baby  boomer  (trying 
to  reconcile  pacifism  with  video-game 
designing)  and  his  cranky  dad. 

Package  features  national 

AND  INTERNATIONAL  CONTENT 
Knight  Ridder/Tribune  Information 
Services  is  offering  KRT  Newsfeatures,  a 
daily  package  of  at  least  12  national  and 
international  features.  It  includes  art. 

Tennessee-based  TV  column 

OFFERED  BY  SCRIPPS  HOWARD 

Scripps  Howard  News  Service  is 

distributing  a  weekly 
^  column  by  Teny 
Morrow  of  The 
Knoxville  (Tenn.) 

O  News-Sentinel. 


Motor  News 
BUYS  Pacheco 

Motor  News  Media 
of  Urbandale,  Iowa, 
purchased  the  24-year- 
old  Pacheco  Auto¬ 
motive  News  Service. 


et  cetera  . . . 

The  San  Francisco  Chronicle  ended  Adair 
Lara's  12-year-old  column  as  part  of  a  features 
reorganization,  and  declined  to  run  a  final 
piece  in  whil;h  Lara,  50,  briefly  wondered 
if  age  discridiination  was  involved.  Lara 
and  Mi-Ai  Parrish,  deputy  managing  editor 
for  arts  and  features,  couldn’t  be  reached 
for  comment.  Lara’s  new  Chronicle  beat  is 
covering  generational  issues. ...  Clay 
Bennett  of  The  Christian  Science  Monitor 
and  the  Christian  Science  Monitor  News 
Service  won  Columbia  College  Chicago’s 
Fischetti  Editorial  Cartoon  Competition  for 
a  drawing  on  DNA  (right).  The  Denver 
Post’s  Mike  Keefe  was  second,  and  Ed 
Stein  of  the  Denver  Rocky  Mountain  News 
and  Newspaper  Enterprise  Association 
(NEA)  won  in  a  special  category  for  Sept. 

11 -related  cartoons. ...  Disney  TV  Animation 
will  produce  animated  shorts  for  ESPN  based 
on  “In  the  Bleachers”  by  Steve  Moore  of 
Universal  Press  Syndicate.  The  shorts  might 
become  a  half-hour  series.  ...  The  Detroit 
News’  editorial  cartoonist,  Henry  Payne,  began 


a  weekly  “cartoon  column”  for  the  paper’s 
Op-Ed  page.  “Payne  &  Ink”  combines  drawing 
and  writing  to  comment  on  everything  from 
rock  music  to  Enron.  Payne’s  editorial  cartoons 
are  distributed  by  United  Media.  ...  Philippe 


Hertzog  was  named  European  sales  director  for 
the  New  York  Times  Syndication  Sales  Corp. 

The  Paris-based  Hertzog  succeeds  Karl 
Horwitz,  who’s  retiring  but  will  continue  as  a 
consultant. ...  Dick  Kleiner,  a  longtime 
entertainment  columnist  for  NEA,  died  in  San 
Juan  Capistrano,  C^lif.,  at  age  80. ...  The 


Albuquerque  (N.M.)  Journal  reinstated  “Funky 
Winkerbean”  after  more  than  225  readers 
protested  the  removal  of  Tom  Baituk’s  King 
Features  Syndicate  strip. ...  Jake  Vest  is 
ending  his  Tribune  Media  SERViCEs-syndicated 
“That’s  Jake”  comic. ...  “Spooner” 
cartoonist  Ted  Dawson  (http://www.hooked 
oncomics.com)  left  United  to  self-syndi¬ 
cate.  ...  Sumana  Chatterjee  and  Sudarsan 
Raghavan  won  the  George  Polk  Award  for 
international  reporting  for  their  Knight 
RiddeR/Tribune  Information  Services- 
distributed  series  about  modem  slavery 
on  African  cocoa  plantations. ...  Religion 
News  Service  will  be  syndicated  in  Canada 
by  Canadian  Press.  ...  King  columnist 
Heloise  is  on  a  March-April  book  tour  for 
the  paperback  edition  at  In  the  Kitchen 
with  Heloise. ...  Copley  News  Service  has 
an  expanded  “Spring/Summer  Fashion  &  Style” 
package. ...  Submissions  are  being  sought  for 
an  exhibition  of  cartoons  about  terrorism.  It 
could  first  be  held  at  the  Pentagon  during  the 
Association  of  American  Editorial  Cartoonists’ 
June  convention  in  Washington.  For  more 
information,  e-mail  BeckChip@aol.com. 
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Lazarus  rises 


The  Coen  Brothers’  film 
0  Brother,  Where  Art  Thou? 
may  have  been  very  loosely  ^ 

based  on  The  Odyssey,  but 
the  postscript  reads  like  a 
Preston  Sturges  adaptation  S 

of  “The  Minotaur  and  the  h 
Labyrinth.” 

On  March  3,  newspapers 
reported  that  James  Carter,  a  j 
former  Mississippi 
sharecropper  now 
in  Chicago,  was 
unaware  that  “Po 
Lazarus,”  which  he 
chanted  while  busting 
rocks  on  a  prison  |  | 

chain  gang  43  years  '  y  ^  I 

ago,  became  the  lead  James  Carter,  in  stripes, 
track  of  the  multi-  ‘ape^  ^'an  Lomax 
million-copy-selling  0  Brother  soundtrack  that 
was  the  surprise  winner  of  album-of-the-year 
honors  at  the  Grammy  Awards  last  month. 

Get  Carter?  It  was  a  challenge  for  an  investiga¬ 
tive  reporter,  making  Chris  Grier  the  man  for  the 
job.  A  computer-assisted-reporting  ace  for  the 
Sarasota  (Fla.)  Herald-Tribune,  Grier  was  doing  a 
story  on  Alan  Lomax,  now  retired  in  Florida. 

Revered  by  music  lovers  but  little  known  by 
the  public,  Lomax  traveled  the  back  roads 
recording  regional  American  music  (much  of  it  for 
the  Library  of  Congress),  before  these  indigenous 
styles  were  paved  over  by  network  TV  and  the 
interstate  highway  system.  Grier’s  friend,  Don 
Fleming  (best  known  as  a  producer  for  Sonic 
Youth  and  Hole),  was  working  with  Alan’s 
daughter,  Anna  Lomax  Chairetakis,  at  the  Lomax 
Archive  in  New  York.  The  Lomax  team  was 
tracking  down  these  old  artists  to  give  credit  and 
royalties.  “My  background 
is  in  general  assignment,  so 
I  know  deed  records, 
property  records,”  Grier  told 
E&P.  Using  the  H-Ts  Auto¬ 
track,  “the  master  blaster  of 
online  databases,”  Grier 
found  Carter  through 
records  showing  his  wife 
owned  a  storefront  church 
in  Chicago.  “I  knew  he  was  in  prison,  but  I  didn’t 
know  he  was  no  singer,”  Carter’s  wife  told  Grier. 

Incredulity  ended  when  Fleming,  Chairetakis, 
and  Grier  turned  up  at  the  Carter’s  Chicago  home 
with  a  platinum  album  —  and  a  check  for 
$20,000  in  royalties.  —  Wayne  Robins 
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over  published  moteriul  seems  j 

MICHAEL  E.  WALLER,  PUBLISHER,  “ 


Photo  of  the  zcecii 


JIMI  LOTT,  THE 
SEATTLE  TIMES 


IT  GIVES  US  A 

case  of  the 
creeps,  and 
we  weren’t  even 
there.  But  Ryan 
Holmdahl,  5,  of 
Redmond,  Wash, 
took  it  in  stride 
(so  to  speak). 

Here  he  seems 
hypnotized  by 
dozens  of  taran¬ 
tulas  and  spiders 
at  the  Pacific 
Science  Center’s 
“Bug  Out!”  exhibit 
in  Seattle.  It  also 
featured  a  “hands- 
on”  area  —  and 
cockroach  races. 

—  Greg  Mitchell 


Grier’s  odyssey 
ends  in  Chicago. 
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Ethics  Coi'Jier 


Dr,  Isadore  Rosenfeld  is  the  health  editor  of 
Parade  magazine.  He  knows  a  misleading  tobacco 
ad  when  he  reads  one.  He  knows  the  Omni  cigarette 
marketeers  are  writing  a  medical  fairy  tale  by 
claiming  their  smokes  are  soldiers  in  the  war  against 
cancer.  He  also  knows  he  can’t  keep  Omni  from  buying  four-color, 
fiill-page  ads  in  Parade  to  push  its  point  of  view.  Cigarettes  may  kill 
people,  but  they  do  it  legally.  Still,  medical  writers  cringe  when 
Omni,  a  member  of  the  Vector  Tobacco  Inc.  family  in  Durham,  N.C., 
presents  itself  as  a  puffer’s  health  haven. 


“I  have  no  input  into  w'hat  kind  of  ads 
there  are  in  the  magazine,”  Rosenfeld  said 
one  recent  morning.  “Nobody  at  Parade 
looks  over  my  shoulder.  I  wxite  my  health 
advice  based  on  my  conscience.  I  write 
about  the  dangers  of  tobacco  all  the  time.” 

He  promised  to  speak  out  against  Omni 
anytime  anyone  asks.  “I  am 
going  to  pooh-pooh  their 
claims  on  my  television 
program  on  Fox,”  he  said. 

There  is  plenty  to  pooh-pooh. 

Omni’s  initial  ads  in  Parade, 

USA  Weekend,  People,  Playboy, 
and  newspapers  all  over  the 
country  might  force  advertising 
departments  to  hire  fact 
checkers.  Omni  presented  itself 
this  way:  “Introducing  the  first 
premium  cigarette  created  to  significantly 
reduce  carcinogenic  PAHs,  nitrosamines, 
and  catechols,  which  are  the  major  causes 
of  lung  cancer  in  smokers.” 

That  boast  is  in  large  print  above  a 
picture  of  two  lovesick,  healthy 
twentysomethings  that  makes  irrelevant  a 
lowercase  warning  acknowledging  Omni’s 
ad  is  all  smoke  and  mirrors:  “Reductions 
in  carcinogens  (PAHs,  nitrosomines, 
catechols,  and  organics)  have  not  been 
proven  to  result  in  a  safer  cigarette.  This 


product  produces  tar,  carbon  monoxide, 
[and]  other  harmftil  by-products.” 

That’s  like  running  a  banner  headline 
across  the  top  of  Page  One  proclaiming  a 
victory  over  lung  cancer  with  a  boxed 
statement  below  the  fold  taking  it  all  back. 

'Fhe  American  Medical  Association 

(AMA)  e-mailed  a  letter  to  the 
editor  of  every  newspaper  that 
carries  the  big-type  Omni 
pledge  of  a  longer,  tumorless 
life.  That  is  one  tough  job. 

Omni,  since  it  began  its 
marketing  campaign  Nov.  1, 
said  it  has  bought  space  in  the 
New  York  Daily  News,  the 
New  York  Post,  The  Dallas 
Morning  News,  the  Chicago 
Sun-Times,  The  Miami  Herald, 
The  Atlanta  Journal-Constitution,  the 
Boston  Herald,  The  Indiarmpolis  Star,  The 
Detroit  News,  and  the  Los  Angeles  Daily 
News,  to  name  a  few. 

“The  ads  are  very  powerful  visually,  they 
ofier  false  hope,  and  they  are  misleading,” 
said  Dr.  Randolph  D.  Smoak  Jr.,  immedi¬ 
ate  past  president  of  the  AMA.  Smoak  said 
the  newspapers  were  providing  Omni  with 
a  shield  of  respectability  as  important  as  the 
message  itself.  “People  believe  what  they 
read  in  their  newspaper,”  he  said  with  a 


sigh.  “Writers  at  those  newspapers  have 
a  responsibility  to  help  the  reader  see 
through  the  Omni  marketing  campaign.” 

These  are  hard  times  for  newspapers, 
but  they  will  get  harder  if  the  people 
who  run  them  forget  that  their  ad  copy 
should  be  as  straightforward  as  the  news 
copy  adjoining  it. 

Omni’s  biggest  push  has  occurred  in 
Parade  and  USA  Weekend,  which  have  a 
combined  circulation  of  more  than  59 
million  copies.  The  campaign  is  targeting 
the  young  readers  that  Big  Tobacco,  in  a 
multibillion-dollar  settlement,  agreed  to 
keep  its  ads  away  from. 

The  AMA  will  suffer  the  consequences  of 
the  he  said/she  said  fairness  doctrine,  even 
if  it  convinces  every  journalist  on  its  list  to 
take  on  Vector  Tobacco.  For  every  doctor 
who  explodes  in  anger  at  the  Omni  ad, 
there  will  be  an  Omni  representative 
defending  it.  And  the  reps  don’t  lie. 

“Smoking  is  hazardous,  and  we  do  not 
encourage  people  to  smoke,”  said  Carrie 
Bloom,  a  spokeswoman  for  Vector. 

“While  there  is  no  such  thing  as  a  safe 
cigarette,  we  believe  a  reduction  in 
recognized  carcinogens  and  toxins  is  a 
step  in  the  right  direction.” 

The  best  hope  the  anti-Omni  crusaders 
have  is  to  get  Rosenfeld  of  Parade,  Dr. 

Tedd  Mitchell  of  USA  Weekend,  and 
other  health  journalists  to  go  after  the 
cigarette  company  in  their  magazines. 

The  spectacle  of  a  columnist  attacking 
an  ad  in  his  own  publication  would  get 
national  media  attention.  Rosenfeld,  for 
his  part,  seemed  ready  to  perform  an 
autopsy  on  the  Omni  claims. 

“Even  if  Omni  manages  to  cut  down  on 
some  of  the  carcinogens,  the  cigarette,  in 
my  view,  would  not  be  significantly  less 
dangerous,”  said  Rosenfeld,  the  Rossi 
distinguished  professor  of  clinical 
medicine  at  the  New  York  Hospital/ 
Cornell  Medical  Center  in  New  York. 
‘Tobacco  is  just  bad  for  you.” 

Federal  courts  have  ruled  that  the  Food 
and  Drug  Administration  cannot  regulate 
cigarette  ads  unless  an  individual  company 
begins  making  health  claims.  Which  Omni 
has  done.  So  the  AMA  and  its  allies  have 
filed  a  suit  to  get  the  FDA  to  monitor  the 
Omni  propaganda  in  newspapers. 

And  maybe  give  it  a  truth-in-advertising 
test.  11 
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